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How to create your own skilled labor — ace x 
ls your package doing its total job? 








Make Your Reception Room 
Friendly, Attractive, Impressive . . . with 


wide end sec- 
wide overall. 





ROYAL... FOR VALUE, INDIVIDUALITY, PRESTIGE 


























eft to right: 817 Right-Arm Chair; 815 Armless 
>> 816 Left-Arm Chair; 


Sectional 


You create an immediate air of 
prestige and distinction when your 
reception room is furnished with 
Royal’s wonderfully flexible 815 Sec- 
tional Seating Group. 


Modern square-tube Satin-Chrome 
frames contrast dramatically with 
rich walnut arm-rests ... and, you 


(For more information, see last page) 
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Center Section; 818 Corner 


819 Club Table; 825-W Club Chair; 820 End Table. 






can choose from a brilliant array of 
wipe-clean upholstery materials in 
striking patterns and colors. 


All units... sectional pieces, ta- 
bles, arm chairs... are tastefully 
matched for unified decorative 
motifs in rooms of any size, any 
shape! 


Royal Metal Manufacturing Co. 
One Park Ave., New York 16, N. Y. 


Dept. 5-C 





Office furniture by All-Steel Equipment, Inc., Aurora, III. 


YOU WORK IN STYLE AND COMFORT WITH 
U.S. NAUGAHYDE® and U. S. KOYLON® FOAM 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 


Take a good look at your office. Is it as comfortable as it might be...as 
impressive as it should be? It can be both—as illustrated so perfectly by this 


executive furniture by All-Steel Equipment, Inc. U.S. Naugahyde upholstery 





tailored over the matchless comfort of U.S. Koylon Foam cushioning is the 
answer. Both Elastic* Naugahyde and deep-dimensional Breathable* Nauga- 
hyde are colorful and luxurious, yet remarkably durable and easy to keep clean. 
Next time you buy office furniture, specify U.S. Naugahyde and U.S. Koylon 
Foam cushioning... it’s the ultimate in long-lasting comfort and good looks. 


*Patent applied for 


United States Rubber 


Coated Fabrics Dept., Mishawaka, Indiana 


(For more information, see last page) 
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KIDDER, PEABODY & CO. No. 5291 


As Representative NEW YORK, N.Y. 
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for “product reliability in the age of missiles”? 


Standard Pressed Steel Co., once a small specialty 
manufacturer, is today the world’s largest producer 
of precision fasteners made of titanium, super-strength 
steels and alloys—products vital to our “‘age of missiles.” 
om ns Due to its rapid growth achievements, Standard 
Sa) DER, PEABODY& ‘Ore, Pressed Steel recently needed additional money to 
FOUNDED 1865 increase working capital. Because it was a closely-held 
mbers New York and American Stock Exchange company, SPS also sought to increase the market- 
Members ‘Boston and Midwest Stock Exchans ability of its stock. 
17 Wat Street - New York 5, N.Y. Both of these requirements were met when Kidder, 
Aaa, ee Peabody & Co.—as manager of a nationwide group of 
underwriters—publicly marketed a new issue of 
190,000 shares of Common Stock to raise $5,320,000 


of new money. 





We invite you to call on us if your corporation 
should need additional capital—or if you feel you can 
benefit from our facilities, judgment and experience 
in the field of finance. 


(For more information, see last page) 








MANAGEMENT METHODS 





MANAGEMENT 
MLE THODS MARCH 1958 + VOLUME 13 NO. 6 
How firms are automating thelr GGioeh.. ... 64 66 dick cds i Be ck Cee ee 28 
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“We want clear, permanent 
photocopies—not alibis” 


‘‘We photocopy all kinds of material. Typewritten 
or printed text—pen, pencil and crayon longhand—even 
complicated illustrations—we use photocopies of them 
all. And, at times, we need to copy pages from books or 
magazines with no damage to the original. 

“We found the A. B. Dick photocopy duplicator meets 
all these requirements all of the time—not some of them 
some of the time. In less than a minute we can have a 
complete, black on white copy—a permanent copy that is 
easy-to-file and takes rough handling. Costs only a 
few pennies.” 

Why not see for yourself? For an eye-opening demon- 
stration and complete information call your distributor 
of A. B. Dick products. He’s listed under Duplicating 
Machines in the classified section of your phone book. 
Or simply mail the coupon. 


AB DICK 


DUPLICATING PRODUCTS 





CESSES HEHEHE EEEEEEHESEEHEHEHEEESEEEEHEHEHEHEEHEEHEHEHEHEHEHEHEHEHEHEEEHEHEHEEHEHEEHEHHEH EES 


A. B. DICK COMPANY, Dept. MM-38 
5700 West Touhy Avenue, Chicago 31, Illinois 


Please send me more information about the new process that means 
clear, permanent photocopies. 


Name__ 





Position __ 





Company_ 
Address______ 


City eS" = 


(For more information, see last page) 
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is Business 
Neglecting 
Middie Management 


Executives? 


M° companies find it relatively easy—though costly—to provide adequate training 
for the select handful of men they have chosen to eventually occupy senior positions. 
And they have no particular difficulty developing men at the other end of the scale—fore- 
men and other supervisory personnel. In the wide and vital area of middle management, 
however, the training problem is more complex. 


This is true because the group is too large to enroll in special resident courses, and com- 
pany programs rarely cover all of the fundamentals of business—knowledge which is es- 
sential to middle management men. 


Over the years, many organizations have turned to the Alexander Hamilton Institute for 
help in solving this important phase of their executive-training problem. 


The Institute’s Modern Business Course & Service enables men to develop in months the 
capacity for leadership which would ordinarily take years to gain. 


It brings them a thorough working knowledge of the four great activities common to all 
modern business—Production, Marketing, Accounting and Finance. 


It broadens their interests, stimulates their thinking. 


No matter how few or how many employees you may have who you feel might benefit 
from this kind of training, we'll be happy to send you complete information regarding the 
program and the convenient method used in bringing it to subscribers. 


ALEXANDER HAMILTON INSTITUTE 


Executive-Training 
Dept. 586 


71 West 23rd Street, New York 10, N. Y. 








(For more information, see last page) 
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You might call it housekeeping 
magic the way the Lincoln Floor 
Team of modern Waxer-Polishers 
and Vacuums keep floors 
sparkling clean with so little 
effort, such big dollar-savings! 
* Far more efficient and 
economical than outmoded 
machines and hand methods. 
Each Lincoln machine is 
extremely versatile and 
dependable. Wide range of sizes 
for every floor care job and 
budget. Write for new literature 
with full details and free 
demonstration. 





~ |TINCOLN | FLOOR MACHINERY CO. 


a division of American-Lincoln Corporation 
Dept. |, 1100 Haskins Road» Bowling Green, Ohio 
FOUNDED 1896 .. . THE OLDEST AND MOST RESPECTED NAME IN FLOOR MACHINES 











(For more information, see last page) 
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industrial and commercial growth, outstanding community spirit and pro- 


gressiveness ... anideal are _ it which to locate. Write on your letterhead 


Where work and play are combined—profitably! Join these major business 
firms who have located in this area. Qualified workers, excellent schools, 
recreational and cultural activities, fine transportation, well-balanced 
today for informative literature. 
Note: Persons seeking positions with St. Petersburg industries, please write Florida 
State Employment Service, 1004 First Avenue North. 





Mo ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 
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in Memphis his magic missed! 


Memphis was a soft-spot in the sales of this manufacturer’s underarm 
deodorants. Yet Memphis is a better year-’round deodorant market than 
Cleveland. So what was more logical, thought the general sales-manager, than 
transferring Dick Starkler, with his fabulous Cleveland record, to Memphis—? 


Dick wasn't eager. It meant a shift for his whole family. It meant selling his 
home. Finding a new one. Dislocations for the kids, too — switching from 
one school to another in mid-term. 


Dick moved. Not eagerly... but he moved. And right there the disappointments 
began. Dick’s record in the Memphis territory was far below his stellar 
Cleveland performance. Far below his quota. Far below the potential of the 
market. It was almost as if he were another man... 


The truth is — Dick was another man. He was having difficulties in merging 

his family into the new community, in spite of the noted hospitality and 
progressiveness of Memphis. And he wasn’t getting much help from his company. 
He was disappointed, disturbed, upset ...and those things don’t 

contribute to energetic, imaginative selling! 


New Light on Transferring Business Brains 


Greyvan — as a leader ini the business of moving household effects for 
transplanted company personnel—has made the country’s first Continuing 
Study of a real and vital problem: the Human side of personnel-moving. 


THROUGH independent research organizations, and through the generous 
cooperation of leading businesses most experienced in moving their employees, 
we ve found many answers to problems of loss of personnel in re-locating. 

Our initial findings are yours for the asking... and further data will be 
forthcoming soon. 


GREYVAN LINES 
i 


THE GREYHOUND MOVERS 








LONG-DISTANCE MOVING & STORAGE General Office: 57 West Grand Avenue, Chicago 10 


(For more information, see last page) 
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Only automatic xerography 
brings you true push-button copying! 
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x a button on the XeroX® Copyflo® 
continuous printer, and a dry, positive print of any num- 
ber of different documents emerges in less than three 
seconds, ready for immediate use. Copyflo printers en- 


large, reduce, or copy size to size. They offer the speediest, es A 4 oO $ D 
most flexible, most economical way to get sharp, clear 


copies from original documents of all types or from 
microfilm. Write today for complete information. xX - bd oO X 
THE HALOID COMPANY, 58-194X Haloid Street, Rochester 3, N. Y. 


—— Branch offices in principal U. S. and Canadian cities 
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grained Sensitizeg 
apet Paper 
P Unnecessary 
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Copy 1200 different documents per Each copy precisely like the original, Made on ordinary unsensitized paper, Low cost—proven savings to 70% 
hour—a print in about 2 seconds. reduced, enlarged or same size. vellum or offset paper masters. . . » @S much as $100,000 a year. 











(For more information, see last page) 
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Now, letter trays, phone and wastebasket are in the drawers. 


Waste paper baskets fare 
now a waste themselves 


This man is making use of one of many inno- 
vations found only in Shaw-Walker Organized 
Desks. It’s a wastebasket drawer. Out of sight, 
instantly accessible, easily removed, it holds 
more paper than four ordinary wastebaskets. 
) Saves time, floor space and stumbling. 
The Organized Desk is guaranteed to help you 





. get more done, more easily, more quickly. Its 
drawers organize everything from paper clips to desk people should have this new profit tool. 
important records—put what’s needed most in The 292-page Shaw-Walker ‘Office Guide’”’ 
the easiest position for quickest use—eliminate pictures, describes and plainly prices eighty-six 
clutter and confusion. Organized Desks and 5,000 matching items. Free, 
One or two Shaw-Walker Organized Desks in when requested on business letterhead. Write 


Pee etn teen 


your office will convince you that all your Shaw-Walker, Muskegon 85, Michigan. 





Sil Largest Exclusive Makers of Office Equipment 
Muskegon 85 Mich. Representatives Everywhere 
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Whatever the problem—re-runs, emer- sive instruction book “Introduction to 


gency runs,-extra long runs, or “show 
through” — solve it by selecting the 
right ATLANTIC PAPER for the machine 
you afe using. 

6 Wom el-hohact-tarie(cealelemnceltlas belelaelicce| 


Office Duplicating and Printing”. 
You'll find it informative and 
profitable. 

Once you’ve tried ATLANTIC PAPERS, 
you'll get top-notch performance from 


EASTERN Merchant will give you your equipment ...smoother runs with- 
both sound advice on the EASTERN out wasted time or effort. 


right ATLANTIC PAPER Call your Franchised 


and a free 1958 copy of @ Manitesy EASTERN Merchant today 
EASTERN’S comprehen- P) for a free sample packet. 


EXCELLENCE IN FINE PAPERS 


ATLANTIC BOND ATLANTIC DUPLICATOR ATLANTIC MIMEO PUG palomitas) as ATLANTIC OPAQUE 


Fy Nate l ahd fom el Yt -1 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULP 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 


(For more information. see last page) 
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Cut your filing costs with 
‘‘keyboard’’ speed of 
OXFORD PENDAFLEX® 
equipment! 


Oxford Pendaflex equipment will turn your company’s filing 
cabinets into cost-saving ‘filing machines’’. The increased speed 
and efficiency of Oxford Pendaflex effects a considerable re- 
duction in over-all filing expense. 

In a drawer of Oxford Pendaflex folders, all tabs stay visible 
at all times. A clerk’s hands flit across this “keyboard” making 
selections quickly and accurately. There’s no pushing, no 
pulling! Finger-tip pressure alone moves and separates Oxford 
Pendaflex sliding folders along two polished rails that support 
all weight. 

Greater speed and output . . . reduced filing effort . . . rising 
accuracy—more and more businessmen are translating these 
advantages of Oxford Pendaflex equipment into money 
saved. So can you, with an Oxford Pendaflex system 
tailored to your requirements. 

For a free file analysis, complete and 
mail the coupon! 

Oxford Filing Supply Company, Inc. 
Garden City, New York. ‘ws 





OXFORD FILING SUPPLY CO., INC. 
231 Clinton Road, Garden City, N.Y. 


Please send free ‘File Analysis Sheet” 
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(For more information, see last page) 











wee 









13 


















WwW 

Check list on packaging 

* This is a convenient check list in- 
dustrial firms can use to measure 
packaging standards. 

Prepared by engineers at National 
Metal Edge Box Co., it covers pack- 
aging prob.ems as they relate to the 
manufacturer's own operations—stor- 
age, inventory control, box assembly 
and packing and shipping the prod- 
uct. Also reviewed are point-of-pur- 
chase packaging problems—warehous- 
ing, display and consumer acceptance. 

For a free copy, circle number 614 
on the Reader Service Card. 


Ww 


Personnel program guide 

“Guide book to a modern personnel 

een is the title of a 62-page 

published by The Mutual Life 
Insurance Co. of New York. Discus- 
sions cover such subjects as employee 
services, grievances, benefits, holidays, 
performance ratings, salary and train- 
ing. 

Besides describing the insurance 
company’s own personnel experiences, 
the publication incorporates analyses 
of other company p 


rograms. 
For a free copy, circle number 619 
on the Reader Service Card. 


WwW 
Tips on safety 

Two new pamphlets on industrial 
safety and housekeeping are offered 
by the National Safety Council. 

“We Know Better” points out that 
most workers know their jobs, have 
experience, and don’t want to hurt 
others or themselves. Often, however, 
they disregard good sense. 

The other pamphlet “Your Future 

. Keep It Clean,” concentrates on 
housekeeping in and outside the fac- 
tory. It notes that good housekeeping 


FOR FREE COPIES, USE READER SERVICE CARD 


makes work easier, smoother, quicker 
and safer. 

For a free copy, circle number 616 
on the Reader Service Card. 


Ww 


Movable office walls 

New movable interior walls, termed 
the Horizon system, are detailed in a 
full-color, six-page booklet by E. F. 
Hauserman Co. 

The Horizon system, says the book- 
let has been created to provide “cus- 
tom interior walls at less than cus- 
tom cost.” It features flexibility of de- 
sign, material and function. 

The new booklet illustrates the sys- 
tem’s complete movability and cus- 
tom selection of panel materials, fea- 
ture inserts, modules, post shapes, 
glass patterns, and panel colors. Main- 
tenance is said to be easy and eco- 
nomical. 

For a free copy, circle number 607 
on the Reader Service Card. 


WwW 
For safety’s sake 
A leaflet, published by E. I. du 
Pont de Nemours & Co., suggests 
safety features which can be incor- 
porated in various end-use products 
and packaging. These built-in quali- 
ties cover resistance to such hazards 
as fire, acids, rust, decay and slippage. 
For a free copy, circle number 615 
on the Reader Service Card. 


WwW 


Free films available 

Association Films, Inc. has pre- 
pared a selected list of 44 free loan 
motion pictures suitable for viewing 
by employees during lunch periods 
or recreation programs. The films vary 
widely from a 28-minute color trav- 
elog “New England Portrait” to a 
10-minute Walt Disney cartoon on 
“How to catch a cold.” 


These booklets—promotional and otherwise— 
contain ideas of possible profit to you. For free 

copies, simply circle corresponding key numbers 
on the Reader Service Card in back of issue. 


Material includes an order blank 
and data on “Movie-A-Month” free- 
film plan. 

For a free copy, circle number 617 
on the Reader Service Card. 


Ww 


How to choose a projector 

Here’s a handy guide for evaluat- 
ing projection equipment. The five- 
page folder, put out by Victor Anima- 
tograph Corp., gives a  10-point 
check list as a yardstick in selecting 
the proper 16mm sound projector. A 
diagram points up specific features 
a prospective buyer should look for. 

For a free copy, circle number 621 
on the Reader Service Card. 


WwW 


Business machines cataloged 

Sales promotion material on prod- 
ucts exhibited at the 1957 National 
Business Show is now available bound 
in one volume. Compiled by Office Ex- 
ecutives Assoc., the collection includes 
folders on most of the 500 types of 
office equipment displayed at 385 
exhibits. 

For a free copy, circle number 618 
on the Reader Service Card. 
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Facts on postal rates 

“Separating Post Office Facts from 
Fiction” is a 20-page digest of the 
facts and figures behind the proposed 
postal rate hike. Published by Ten- 
sion Envelope Co., the booklet dis- 
cusses the effect such increases would 
have on users of first, second and 
bulk class mail, as well as air mail. 
It also points out current confusion 
and inequities existing in parcel post 
service. 

For a free copy, circle number 622 
on the Reader Service Card. 


NOTE: Other editorial items and most advertisements in this issue are key coded 
for your convenience. Use Reader Service Card to request additional details. 
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Now! A wonderful Coffee-Break in a jiffy 


New OASIS Hot ’n Cold Turns “Perking Time’”’ 
to Working Time Overnight 





New Oasis Hot ’n Cold Model 
SPR-HC. Supplies 5 gal. of cold 
water per hour plus 60 cups of 
Piping hot water. Has refrig- 
erated compartment and 2 trays 
for ice cubes. Door has lock. 


Hot, hearty coffee-breaks—the best you've ever had 
—come in seconds at the Hot ’n Cold Beverage 
Center. Necessary ingredients include your favorite 
instant beverage ... cup... and spoon plus piping 
hot water from the Hot *n Cold—which provides 
refreshing cold water, too. To prepare, pour bever- 
age package contents into cup, add piping hot water, 
stir. Presto! You've a hasty, tasty coffee-break that’s 
perfection in a cup. 

Oasis Beverage Centers, located near work areas, 
ensure sanitary, efficient coffee-breaks. The Center 
consists of an OASIS Hot ’n Cold Water Cooler 


OASIS 


HOT ’N COLD 
WATER COOLERS 


and standard coolers in pressure 
and bottle models 
Sold everywhere ... Rented in many areas 


DISTRIBUTED IN CANADA BY G. H. WOOD & COMPANY, LTD. 


(For more information, see last page) 


and attractive, color-matched Beverage Locker, 
roomy enough for hundreds of instant beverages. 
In addition to ending hotplate hazards, it also ends 
the need to go or send out for coffee. It’s every- 
body’s favorite coffee-break, including the boss. 

Exciting Free Offer: From January 1 to 
March 31, everyone ordering a new OASIS Hot ’n 
Cold will get a money-saving BEVERAGE BONUS: 
100 packaged beverages (individual service en- 
velopes of instant coffee, chocolate, beef broth and 
chicken broth, plus Pream and sugar), 100 cups, 
100 spoons, so ACT NOW! Send for your free 
beverage certificate entitling you to the beverages 
and the new, informative booklet: “How to cut 
coffee-break time in half.” 


THE EBCO MANUFACTURING COMPANY 
Dept. 3-H,. Columbus 13, Ohio 


Rush my free copy ‘‘How to cut coffee-break time in half,” 
PLUS my FREE BEVERAGE CERTIFICATE to: 


name 
company. 
address 


city. 








This man is armed! 


He has all the facts and all the figures about his company at his fingertips... because Burroughs 
Sensimatic’s new Management Control concept puts them there, keeps them there! Yes, 
“live ammunition” to support his recommendations; to crystallize management decisions realistically. 


Every businessman faces moments of decision when he must be armed with 
accurate, up-to-the-minute facts and figures. Figures on inventory, for example. 
On accounts receivable and payable. On sales. Production. Disbursements. Payroll. 

And that’s the job of the Burroughs Sensimatic accounting machine. Its advanced 
concept of Management Control can provide a comprehensive, consolidated 
picture of your current business operations at any time. 

Do you need faster facts, indisputable figures? The Burroughs Sensimatic and 
its guide plan of Management Control is your answer. Just call our nearest 
branch. Or write to Burroughs Division, Burroughs Corporation, Detroit 32, Mich. 


Burroughs Sensimatic =e 


Burroughs and Sensimatic—TM’s 





(For more information, see last page) 
16 MANAGEMENT METHODS 








ee eres 
e?* 


A complete 
line to meet 
every space 

*. division need 


° 
e 
7 
- 
e 
. 
° 


° 


° 
* 
° Ok @-o:e ss 


MARCH 1958 











fewer distractions...greater efficiency 


in office rooms ot Hauseutar_vivider-wan 


These low-railing partitions topped with obscure glass are designed to subdivide open 
general office areas most efficiently. And employees working in these attractive office 
rooms created with HAUSERMAN Divider-Wall are shielded from passing distractions 
and the noise of business machines in neighboring offices. 


Changes in departments or in routines may 
call for a different floor plan. With easy-to-move 
Divider-Wall a new arrangement of offices can 
be accomplished overnight without costly and 
messy wall demolition and rebuilding. Mainte- 
nance is easy, too. Divider-Wall never requires 
repainting; periodic soap-and-water washing 
keeps the lifetime baked-enamel finish clean 
and bright. 

Divider-Wall may be the ideal answer to 
your space division needs. Find out today by 
calling the HAUSERMAN representative listed in 
the Yellow Pages (under PARTITIONS.) 





as 
MOVABLE HAUSERMAN INTERIOR WALLS 


THE E. F. HAUSERMAN COMPANY 
7333 Grant Avenue, Cleveland 5, Ohio 
Hauserman of Canada Ltd. 

91 Yonge Street, Toronto, Ontario 





Please send your free full-color Divider-Wall book to: a 

Name ma ° 

. 

Company ae ee Title pe iv 

of _ cs om PE tee ee Bi, 
>. | SSE eS Zone State 





. 
. 
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(For more information, see last page) 
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Accounting Machine. 


v a 


“Our Walional System 
saves us *10,680 a year... 


pays for itself every 14 months! wai Motive Mfg. Co.., Inc. 


‘“‘Business expansion creates ac- 
counting problems, but we were able 
to solve ours with the installation of 
a National System,” writes John J. 
Sinder, Controller of the Electro 
Motive Mfg. Co., Inc. “The replace- 
ment of costly manual bookkeeping 
with automatic Nationals has re- 
sulted in fewer errors and misun- 
derstandings, thereby increasing 
savings for us! 

“We use Nationals primarily for 
Payroll accounting. These machines 
are responsible for substantial reduc- 
tions in bookkeeping costs and sup- 
ply us with a clear financial picture 


of our operation. The National Sys- 
tem was easy to introduce to our 
employees, and we feel that its ease 
of operation was a prime factor in 
maintaining good employee morale. 

“In terms of overall savings and 
control, our National System saves 
us $10,680 a year, pays for itself 
every 14 months.” 


eff online 
Controller of the 
Electro Motive Mfg. Co., Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


(For more information, see last page) 





JOHN J. SINDER, Controller of the Electro Motive 


Mfg. Co., Inc. 


Willimantic, Connecticut 


Your company, too, can benefit from 
the time- and money-saving features of 
a National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular profit 
to you. For complete information, call 
your nearby National representative 
today. You’ll find him listed in 
the yellow pages of your 
phone book. 





*TRADE MARK REG. U.S. PAT. OFF. 


National 
ACCOUNTING MACHINES 


ADDING MACHINES + CASH REGISTERS 
ner paper (No Carson Required) 
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LETTERS TO THE EDITOR 


Union president profile 
| | 


Sir: You've done a fine job on the 
profile of Union President Edward 
Swayduck. It asked pointed ques- 
tions, dealt with timely issues and 
reported direct answers—with a real 
“punch.” This article should be stud- 
ied by management’s professional man- 
agers—and operating executives—at all 
levels. It goes a long way towards 
removing some of the fuzziness that 
surrounds present-day labor relations 
and crystalizes some of the basic 
tests that motivate many leaders in 
the union field. 
JULES J. JUSTIN 
LABOR ARBITRATOR 
NEW YORK 


Problem solving clinic 
Sir: I have just finished reading 
Manager's Problem Solving Clinic in 
your December issue. I was simply 
fascinated. There were several inter- 
ruptions but I just couldn’t leave the 
article unfinished. 

The manner in which you played 
the opinions of one person against 
another, especially Jonsson and Deck- 
er, made reading it for me a most 
interesting experience. 

WILLIAM L. CRUNK 
REYNOLDS METALS CO. 
LOUISVILLE 


Women vs. men 


Sir: I read with a great deal of interest 
your article on the place of woman 
executives in today’s business [MM 
Dec. ’57]. I was amazed to see so many 
firms have self-imposed barriers that 
prevent them from more completely 
utilizing the many executive talents 
women possess. 

We have a large number of women 
managers and I say without any equiv- 
ocation that they have done an ex- 
cellent job for us and are extremely 
well received by our customers. In 
many cases, a woman has an advan- 
tage over the man in presenting the 
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| How Gold Bond Ceilings reduce 


noise, make offices look better 


Case histories of Gold Bond 
- Sound Conditioning at work 





In a Florida savings institution — the Citizens Federal Savings & Loan 
Association of Hialeah — Gold Bond Travacoustic ceilings soak up disturb- 
ing sounds, make everything pleasantly quieter. Travacoustic’s rich, good- 
looking texture adds just the right decorative touch, too. Rowell-Van Atta 
Acoustics, Inc., Miami Beach Gold Bond Acoustical Contractor, did the job. 


~~ 


The Buffalo Insurance Company in Buffalo, New York 








, solved its noise 


problems with a Gold Bond Acoustifibre ceiling. Tiles were installed right 
over old ceilings... made the office a quieter, pleasanter place to work. 
Acoustifibre is easily cleaned with a damp cloth, can be repainted without 
affecting its sound-absorbing qualities. The job was handled by Buffalo 
Acoustical Corp., Gold Bond® Acoustical Contractor in Buffalo, N. Y. 


* * * 


Wouldn’‘t you like a quieter, 
better-looking office? 


The Gold Bond Acoustical Contractor in your 
city is the man to see. He’s a noise- reduc- 
tion expert — a professional who can help 
you have a quieter, better-looking office. 
Write us for his name, or look in the Yel- 
low Pages under “Acoustical Contractors.” 


National Gypsum Co., Buffalo 2, N. Y. 


Gold Bond 


BUILDING PRODUCTS 





NATIONAL GYPSUM COMPANY 


(For more information, see last page) 
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A Message to Executives Seeking a New Plant Site 





Before You Decide... 
Check These Three Plant Location Advantages 


IN PENNSYLVANIA 


100% FINANCING FOR YOUR NEW PLANT 


Complete financing for Lease-Pur- 
chase of a new plant is available in 
labor-surplus areas of Pennsylvania. 
Interest as low as 2%, with deferred 
amortization, can be applied on up 
to one-half of total plant cost. 

100% financing is also available in 


other areas of the state through special 
arrangement with community organ- 
izations and financial institutions. 
You select yourcommunity. You 
specify plant construction details or 
choose one of several plant ‘‘shells” 
now being readied for completion. 


IMPROVED “TAX CLIMATE” 


Pennsylvania recently took major 
steps to create a new “tax climate” 
favorable to new and established in- 
dustries. The following basic tax 
changes were enacted in 1957: 


Manufacturers were exempted from 
capital stock and franchise taxes; 


Machinery and equipment taxes 
were eliminated, state-wide; 


Stock transfer tax was repealed; 
Temporary 3% sales tax was made 
permanent; 

Sales tax on purchases by manu- 
facturing firms was reduced. 


The absence of a state personal in- 
come tax, plus these new tax revisions, 
provide a major tax advantage to 
companies located in Pennsylvania. 


PLANT LOCATION SERVICES 


The Pennsylvania Department of 
Commerce, through its staff of engi- 
neers and economists, will ‘“‘custom- 
tailor’ complete plans for a new plant 
site to your specific requirements. 
Special reports and tabulations will 
be presented covering labor, markets, 
transportation, communities, raw 


Investigate the potentials of a Pennsylvania plant 
location now! Write for: 
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Address inquiries to: 


PENNSYLVANIA DEPARTMENT OF COMMERCE 


materials, minerals, water, power, 
fuel, engineering services, research 
laboratory facilities, etc. 

Industrial representatives are also 
available to you for personal inspec- 
tion tours and consultations concern- 
ing your plant location needs. A// 
inquiries are confidential ! 


* Facts on “100% Financing For Your New 
Plant in Pennsylvania” 


* The Improved Pennsylvania “Tax Climate” 


* “Plant Location Services’ brochure 


Main Capitol Building, 1085 State St., Harrisburg, Pennsylvania, Tel: CEdar 4-2912 


(For more information, see last page) ey 


owners’ program. They contribute an 
important point of view. We have not 
found that our employees resent work- 
ing for a woman. Often, they show a 
greater degree of loyalty to a woman 
than to a man. 

We have found, by and large, that 
women executives do not let family 
and personal interests interfere with 
business. I frankly believe business 
firms should take a good, hard look 
at their policies relating to hiring of 
women executives. I am confident they 
will find untold advantages in relax- 
ing and finally eliminating their bar- 
riers. 


ELMER L. WINTER 
PRESIDENT 
MANPOWER, INC. 
MILWAUKEE, WiSC. 


Clear picture 


Sir: For some time now I have en- 
joyed reading your Management 
Methods publication. It certainly pre- 
sents a clear picture on what other 
people are doing relative to problems 
within their own back yard. 


J. A. SALES 
DIAMOND ALKALI CO. 
CLEVELAND 


What a computer is 


Sim: Every month MANAGEMENT 
MetuHops gets better and better. The 
new format is much better than the 
old one and the articles are interesting, 
informative and authoritative. 

Please send me 10 reprints of the 
article in the October issue by Ernest 
Koenigsberg entitled, “Here’s what a 
computer is—and what it does.” 

I want each of my associates to have 
a chance to read this clear, concise 
answer to the hundreds of questions 
they have as to what computers are 
and what they do. They will most 
certainly appreciate these reprints, I 
am sure. 

B. F. FEELEY 

SPECIALIST, PROGRAMMING AND 
DATA PROCESSING 

PORTABLE APPLIANCE DEPT. 
GENERAL ELECTRIC CO. 
BRIDGEPORT, CONN. 


@ MANAGEMENT METHODs makes re- 
prints available of some of its articles, 
but not of everything that is published. 
Readers, upon direct request, are often 
authorized to reproduce those articles 
on which no reprints are run, for use 
as management training aids and for 
similar educational purposes. 

EDITOR 
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pagemaster®...equally effective 


‘at the summit” and in your operation 


Leaders at the December 1957 NATO sum- 
mit conference in Paris main‘ained instant 
contact with their staffs by using PAGE- 
MASTER selective radio paging system by 
Stromberg-Carlson. 

The efficiency of this system will be just 
as welcome in your daily routine as it was 
in the councils of international diplomacy. 
In your plant—as in the Palais de Chaillot 
—here is how the system works. 

Your key people are equipped with tran- 
sistorized pocket-size PAGEMASTER receiv- 
ers. When you need to contact any one of 
them who may be away from his usual loca- 








tion, your switchboard operator sets two 
dials on the compact encoder unit (installed 
next to the switchboard) and flips a switch. 

Instantly that person’s receiver—and no 
other—responds with a pleasant buzzing 
tone, telling him he is being paged. He then 
goes to the nearest telephone and reports. 
Each page automatically repeats every 20 
seconds until the call is answered. 

You can have a PAGEMASTER system in- 
stalled to meet your particular requirements 
on purchase or lease plan. As your needs 
grow, receivers can be added without addi- 
tional installation cost. 


For complete information contact the PAGEMASTER 
distributor in your area. Or write to us at 201 Carlson Road. 


SC STROMBERG-CARLSON 


oS ge 
a Pagemaster Sales e Rochester 3, N. Y. © : 


DYNAMICS CORPORATION 


GD 


Par 


Electronic and communication products for home, industry and defense 
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(For more information, see last page) 


AUTHORIZED DISTRIBUTORS 


Atlanta 3, Georgia 
The Lanier Co., 151- vo Mel tld 
Baltimore 18, Ma 

John A. Morefield, = 20 ost Paul 
elt ipt a ed Alab: 
The Lanier Co., 2129 oth ive. Ss. 
Boston 15, Massachusetts 
DeMambro’s, 1095 — 
Buffalo 10, New York 

Regal Electronics, 796 Clinton 
Camp Hill, Pennsylvania 

John . Morefield Company 
Canton 9 9, Ohi 

George F. Ebel, 3017 NW Cleveland 
Sanford, North Carolina 
Cmmwith Assoc., Box 1025 
Chattanooga, Tennes essee 

The Lanier Co., 19 Patten Pkwy. 
Chicago 39, iNinois 

Boom Electric, 5226 W. Grand 
Cincinnati, Ohio 

Shaffer Music Co., 1200 Walnut St. 
Cleveland, Ohio 

J. J. Skinner Co., <a Lakeland 
Columbus 8, Ohi 

Shaffer Music Co., 849 N. High St. 
Dallas 31, Texas 

Carter Engineering, 6762 Greenville 
Dayton 2 

Copp Radio Cape 333 W. Monument 
Denver 3, Colorado 

Empire Radio & TV, ay Bwy. 
Detroit 7, Michi 

C. A. Nutting, 635 . Jefferson 
Houston 6, Texas 

Audio Center, 1633 Westheimer 
Shaffer Music Co., 1327 N. Capitol 
Jackson, ayy! 

The Lanier Co., 130 S. President 
Jacksonville, Florida 

The Lanier Co., 123 W. Beaver 
Kansas od 2, Missouri 
Engineered Sound & Comm. Co. 
18 W. 63rd S$ 

Knoxville, Sriiieidiond 

The Lanier Co., 1800 Grand Ave. 
Los Angeles 17, California 
Guardian Pacific to., 6th & Grand 
Lubbock, Texas 

Radio Paging Service 

503 CG. Plains Life Bidg. 
Memphis, Tennessee 

Bluff City Dist. Co., 234 East St. 
Miami, Florida 

The Lanier Co., 400 NW 12th Ave. 
Milwaukee 4, Wisconsin 
United Organ Co., 640 W. Va. St. 
Minneapolis 3, ‘Minnesota 
Stark Radio Supply, 71 S. 12th St. 
Nashville, Tennessee 

The Lanier Co., 212 6th Ave. S. 
Nassau, New York 

Hudson Associates 

New Orleans 20, Louisiana 

E. Emile Rackle, 3855 Airline Hwy. 
New York 11, New York 

Gross Distributors, 216 W. 14th St. 
Oklahoma City, Oklahoma 
2-Way Radio, 921 NW 4th 
Philadelphia 21, Pennsylvania 
J. H. Sparks, inc., 1618 N. Broad 
Pittsburgh, Pennsylvania 
Hahn Radio, 700 Penn Ave. 

Turtle Creek, Penna. 

Portiand 11, Oregon 
Manchester-Chandler Co. 

2915 N. E. Alberta 

Richmond 6, California 
Watson Communication Systems 
10533 San Pablo Ave. 

Richmond 19, Virginia 

Cottrell Electronics Corp. 

408 East Main Street 

Rochester, New York 
Rochester Radio Supply, 600 E. Maia 
Salt Lake City 2, Utah 

wg 4 — y, 225 E. 6th S. 


Spokane 1, Washin: 
NW Electronics, N. 10 Monroe St. 
Springfield 9, Massachusetts 
Valley Sound os 958 State Street 
St. Louis 13, Missouri 
Tesco Telephone ecbets Sound 
2612 N. Kings Highway 
Spas 3, New York 

G. Brown Sound Equip. 
521-527 E. Washington t. 
Tampa, Florida 
The Lanier ot 4025 Henderson 
Toledo, Ohi 
Warren Radio Company, 1002 Adams St. 
Turtle Creek, Penns ~e 
Hahn Radio, 700 Penn 
Waco, Texas 
Waco Communications, 1213 Clay 
Washington 5, D. C. 
Tempo E webby 1341 L St., NW 
EXPORT: Ad. Auriema, Inc. 
85 Broad, New York 4 
CANADA: 
Hackbusch Electronics 
23 Primrose Ave., Toronto, Ont. 
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By Using the Weber Touch-Stencil System 
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All Shipping Cartons at Gillette 


are Addressed by One Man! 


Great savings result. Savings in manpower vitally needed in 
more productive positions. Savings in time, particularly dur- 
ing peak shipping periods, enabling customers throughout 


, a 
‘ ~~ 
A gh 


Stencils and invoice forms prepared 
together on automatic tab equipment, 


the United States to receive faster and more efficient service. 


Savings in costly addressing errors. 


At Gillette Safety Razor Company, a Weber label-size 
stencil is pre-tabbed over the addressee section on Gil- 
lette’s customer invoice forms. The invoices, with sten- 
cils attached, are then fed through the tabulating ma- 
chine which cuts the stencil and addresses the invoice 
in one operation. The Tab-On stencil and invoice are 
then sent to the Shipping Department, where the sten- 
cil is quickly attached to a sturdy Web-O-Print hand- 
printer — ready to address an indefinite number of 
cartons just by touching them. 


No order is completed until it’s been shipped, and 
nothing gets shipped until it’s been addressed. What- 
ever paperwork method or material handling procedure 
you now use, a Weber System can be tailored to your 
requirements. 


Find out more about how you can save time and money 
in shipping the same as Gillette has. Send coupon for 
your free copy of our 16-page brochure which outlines 
the 7 famous Weber marking and addressing systems 
now being used by the leaders in every industry. 


(For more information, 
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NEW 16-PAGE 
SYSTEMS BOOKLET 
No charge. 
Just mail the coupon. 
i, 
MARKING SYSTEMS ig | 
fer pest saa, 

a =~ 8 cca, te 
Division of Weber pr _ 
Addressing Machine Co., Inc. | a 
Mount Prospect, Illinois ! i, 
Creators of Systems and Equipment ! 
for Addressing and Marking = 

Sn, 
nme censee SED Sanets Gee GRD GENS GRD GHEE GHEE GEN GED REND CUED SENET SEENON a — — oy 

WEBER MARKING SYSTEMS l 
| Dept..9-C | 
| Mount Prospect, Illinois i 
I Name ee a = 1 
Position = | 
" I cicesticrianiamiicinilanctnnas Re ee : 
j Address___ “- 1 
| City a le ae iiieiiad 


see last page) 
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Noise vacates... 


SF Ap gen ie er. te Se OF ee ee oes " oo °* 
eS ae Ba ee ee a ae ey ES | and savings take over §—- 
_ 2 . * ea 6 + OG ee hos iL _ 
4 ty ae * s ‘y i gee - x ag ay — si rs You can count on savings through reduction of errors, em- cer 
ek oo. oor 5 ee is at 7 7 Cs +. ~~) ployee turnover—improve comfort and morale—with = - ~ 
Fase, ete ‘: Se a ee ts Seo gees Acousti-Celotex Sound Conditioning. Routine office noises ~~ 
ee; Soe Ae SS * ae eat Hg ce aet aes . . . Office equipment, phones, traffic . . . are efficiently -* 
a ee a ang og ee a eat ge checked by ceilings of Acousti-Celotex Tile, which bring +" _= 
te Pe Pe at = - = ~. oe, cue -° o ee “| Quiet Comfort to the modern office. -. # 
ee ~. = -. ~s oe ee Se fa = ag ch et Those responsible for the efficient management of offices os 
rs Bt Sal Lahr oh ay Co a ee - Soran across the country continue to place more confidence in =- 
ot ee ee fee tee ees, eke Acousti-Celotex sound conditioning products than in any ~~" 
[- 7 ehee ages? os go Met et tm ae apache eee similar material. Your Acousti-Celotex distributor now has” == 
eS ee Oo ce ee ee st I a wide range of products of many types and textures, with 7, 
pe ee ee A J = an ever-increasing variety of specified installation systems. = 2 
Soe “* Re A >< ae - eS ae = Sees af “3 And, because of his years of experience in the field, youcan = = 
Lo ie Ol oS gt, Ce ->->. 2.2) count on him for the finest in convenient dependable serv- => "= 
= Pra os ne oe - oe ee ve Loe ete ice and installation skill. yt 





REGISTERED U. S. PAT, OFF. 


tee aM, : : are Sa sh Z : rrape VW” mann 
=, : Products to Meet Every Sound Conditioning Problem... Every Building Code 
The Celotex Corporation, 120 S. La Salle St., Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Ltd., Montreal, Quebec 
| —— — — — —— — — MAIL NOW FOR MORE INFORMATION! ————————— 

The Celotex Corporation, Dept. MM-38 

120 S. La Salle St., Chicago 3, Illinois 

Without cost or obligation, please send me your booklet, ‘Sound Condi- 


tioning for Office Workers,’ and the name of my nearest Acousti-Celotex 
X distributor. 








Name_ 





Firm 





Address _ 
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extra drawer in every Art Metal muiti-file: 


These two illustrations show how business everywhere is benefiting from Art Metal’s great 
space-saving file cabinet development. Space-saving — because each Multi-File provides 

an extra drawer, in a cubic area no wider, no deeper and often no higher than ordinary files. 
With fewer cabinets needed for any given requirement, you enjoy savings in floor space 

as high as 33% and even more depending on the size of Multi-Files selected. Fewer files... fewer 
filing steps... faster filing service...and you've gained precious office floor space for other 

needs. Multi-Files are designed and built for a lifetime of rugged use...in letter or legal sizes... 
in 4, 5 and 6 drawer heights. Talk with your local Art Metal distributor, listed in the 
“Yellow Pages’ — or write Art Metal Construction Company, Jamestown 4, N.Y. 


Newest folder shows how you can save office 
space with Multi-Files. Ask for it today. 
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See for yourself! Hold a standard- 
size letterhead against the front 

of any ordinary file drawer. What 
do you see? Almost 3 inches 

of vertical space going to waste! 
Art Metal recovers this space in 
Multi-Files— multiplied by the 
number of drawers in the cabinet— 
and uses it to make room for 

one more drawer. 


...making. 
offices finer 

for business 
since 1888 





© 1957 A.M.C.”~ 





(For more information, see last page) 
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RECENT COURT CASES | 








By Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


May a taxpayer who contributes more than half of the main- 
tenance costs claim the status of “head of the household” for 
income tax purposes, where he, his father, step mother 
and half sister and half brother compose this household. 


Tue Facts—The taxpayer's fami- 
ly, all residing in one household, 
consist of his father, stepmother, 
half sister and half brother. Al- 
though his father’s income was sub- 
stantial for the taxable year in ques- 
tion, the taxpayer's was much lar- 
ger and he contributed more than 
one-half of the cost of maintaining 
the household. In asking for advice 
on the status of the taxpayer, the 
specific question presented _ is 
whether the “right to exercise fam- 
ily control” is essential to the “status 
of head of a household.” 


Tue Rutinc—While the “right to 
exercise family control” is a decid- 


ing factor in determining the head 
of a family status for income tax 
purposes the principal factor to be 
considered is whether the taxpayer 
contributed more than half of main- 
tenance cost of the household which 
is his home and the residence of 
his qualifying dependents. These 
dependents are generally defined 
as one or more individuals who 
are closely connected with him by 
blood relationship, relationship by 
marriage or by adoption. Therefore, 
it was ruled in this matter that the 
taxpayer may compute his tax as 
the head of a household. ( Revenue 
Ruling 57-415 decided September, 
1957.) 





THE QUESTION 


A gain is realized on unimproved, income-producing proper- 
ty through involuntary sale. Is the gain taxable when proceeds 
were promptly re-invested in other income-producing prop- 


erty? 


Tue Facts—A Delaware corpora- 
tion was engaged in the business 
of acquiring and holding improved 
and unimproved real property for 
income-producing purposes. In con- 
nection with unimproved proper- 
ties, the corporation had construct- 
ed buildings for leasing; substan- 
tially all of its income had been 
from the rental of such investment 
properties. Certain unimproved 
property, on which the company 
planned to erect warehouses for 
rental, was condemned. The pro- 
ceeds from the condemnation sales 
were re-invested in improved com- 
mercial property in 1951. On this 
property was located a garage, serv- 
ice station, automobile salesroom, 
and a parking lot. 

Under The Internal Revenue 
Code, the investment of the pro- 
ceeds of involuntarily converted 
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property (such as condemned pro- 
perty) in similar property would 
result in no tax on any gain. 

The Commissioner of Internal 
Revenue, however, determined a 
deficiency in the corporation's in- 
come tax for 1951, claiming 
that the proceeds from the con- 
demned property had not been re- 
invested in “property similar or re- 
lated in service.” In defense, the 
company contended that in_ its 
business the sole use of any prop- 
erty was production of income 
through rent. Since both the old 
and new properties served this pur- 
pose, they should be considered 
“related” in service if not “similar.” 


THe Rutinc—The Tax Court 
agreed with the commissioner's ar- 
gument that the requirement of 
the governing statute (Section 112 


Covering 


the 


Continent... 


(...and then some) 





United Van Lines’ 


“PRE-PLANNED’” 
MOVING SERVICE 


The gleaming vans of the 
United fleet have long beena 
familiar sight on U.S. and Ca- 
nadian highways. And keep- 
ing pace with rapidly expand- 
ing facilities, is UNITED’S 
reputation for the finest mov- 
ing service. 


Now, today, you can enjoy 
the modern ease and con- 
venience of “Pre-Planned” 
service...even when mov- 
ing overseas. In specially-de- 
signed UNI-PACK contain- 
ers, your goods are whisked 
—via sea or air—to such far 
off places as Alaska, Hawaii, 
Puerto Rico, Japan, France, 
England and West Germany. 


Ask your nearby UNITED 
VAN LINES AGENT to give 
you full particulars. 


For free help and 
advice on movin 

problems, write note 
consultant, BETTE 
MALONE, c/o United 
Van Lines, Dept. MM, 
St. Louis 17, Mo., or 
contact your nearest 
United Agent. 





United Van Lines 


(For more informalion, see last page) 
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John F. Nash, Vice President—Operation, New York Central System 


“Moore forms help us locate freight automatically” 


AUTOMATED CAR REPORTING GIVES NEW YORK CENTRAL 24-HOUR CONTROL OF ROLLING STOCK 


New York Central recently introduced an electronic Car are changed as cars are added or removed from the train. 
Reporting System, a specially designed network utilizing A new tape is made, then sent on the network again. Each 
350 Teletype machines that links 67 Central freight yards transmission prints a ‘consist’ of the train on a Moore 
with information service bureaus at New York, Cleveland. Speediflo. It is the road’s control in print. 


Indianapolis and Detroit. The system provides accurate. The Moore man helped with scientific design and manu- 


facture of the multi-part Speediflo and other 
forms used in this Automated Data Process- 


complete information on some 52,000 cars—within minutes. 
This improves freight yard efficiency, speeds train opera- 
tion and gives shippers valuable delivery information. ing system. If you would like examples 

As a train enters a strategic Central freight yard, a card 
with content, destination and traffic information is punched 
for each car, then fed into an IBM card-to-tape machine 
which produces a tape. This information is transmitted, 
by tape, to the service bureaus, retransmitted automatically 
to interested freight yards. There the tape is automatically 


how Moore helped improve other systems 
write on your Company letterhead to the 





Moore office nearest you. 


Emeryville, Calif. Over 300 offices and factories across 
reproduced, converted into cards in train sequence. Mhese U.S., Canada, Mexico, Caribbean, Central America. 
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(f) Internal Revenue Code, 1939) 
that the old and new property be 
similar or related in service and 
use had not been met by this cor- 
poration. Therefore, the company 
was not entitled to non-recognition 
of the gain upon the conversion of 
property. “Something more than the 
mere fact that both properties were 
investment properties or were held 
for the purpose of deriving profits, 
rental income or interest income is 
required,” concluded the court. 
(Stevart Bros., Inc. vs. Commis- 
sioner of Internal Revenue, U. S. 
Tax Court, decided Nov. 27, 1957.) 





THE QUESTION 


A person creates a trust for 
the benefit of another. Is the 
donor taxable on the income 
of the trust where the trust 
has been directed to pay the 
gift tax? 


Tue Facrs—The sole stockholder 
of a corporation transferred all his 
stock to a trust for the benefit of 
his nephew, an officer of the cor- 
poration. The gift was made to fa- 
cilitate transfer of the business to 
the nephew during the donor’s life- 
time. 

A condition of the trust instru- 
ment was that the gift of all the 
stock was to be consummated only 
if the trustees agreed to pay the 
federal gift tax with funds to be 
borrowed by the trust from a bank, 
using the corporation’s stock as se- 
curity. Advice was requested from 
the Commissioner of Internal Rev- 
enue on the federal income tax con- 
sequences to the donor under the 
terms of this trust. Is the donor 
taxable upon the income of the 
trust applied toward the satisfac- 
tion of the gift tax? 


Tue Rutinc—The commissioner ad- 
vised the donor that in this case 
the tax liability would be the don- 
ors. The Federal Revenue Code 
(Section 677) provides that the 
donor of a trust is taxable on in- 
come directed to the discharge of 
his obligations. Further, the code 
specifies that the tax on transfer 
of property by gift shall be paid 
by the donor. Therefore, income 
of the trust, used by the trustees 
to pay the gift obligations, is tax- 
able to the donor. (Revenue Ruling 
97-564, Dec. 1957.) 
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An exciting idea in 
space control by STEEL AGE 







‘ Sree. AGE Fiberglass Office Partitions are 
» completely new, beautiful and practical! They 
combine the permanent beauty of strong, 
lightweight fiberglass-and-honeycomb panels 
with a completely new concept in design and 
ease of erection. 


Take your choice of seven striking decorator colors. They all 
blend perfectly with the anodized aluminum posts and fittings. 
And they’ll never need painting! Then arrange them as your 
special space problems dictate—the possibilities are endless. 

If your office or plant area (existing or on the drawing board) 
is in need of efficient, attractive space division, see this one 
completely new development in movable, prefabricated parti- 
tions. The whole exciting story of Steel Age 
Fiberglass Office Partitions is told in this new 
16-page brochure. Write for your copy today .. . 
and visit a Steel Age Dealer soon! 























Corry-Jamestown 
Mfg. Corn. 


Dept. A-4, Corry, Pa. 


Please senad me a free copy of your new 
Steel Age Partition brochure. 





= 
Steel ge 


“The Quality Choice 











of Modern Offices” Nome, 
Company 
STEEL AGE Dealers in Principal | Street 
Cities throughout the Country City State 
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aN IW MU survey report OF COMPANY PRACTICE 


How firms ar 


In this broad survey, 41% of the firms have some 
form of office automation, but most installations 


are punched card systems, rather than electronic. 








ie RC 
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e automating their 


mmm Nearly half of the 
companies in a vast new survey 
use one or another form of inte- 
grated, automatic or electronic 
data processing in their offices. 

This finding confirms the fact 
that for many firms, especially 
large ones, office automation is rap- 


WHAT THEY SAID 


From a survey of 3,936 firms, these percentages 
show the office automation systems the firms have 
now: 


punched card equipment 
ROR 

integrated data processing (mechanical) 
eI 


electronic data processing 


Of the 3% with electronic installations, this is the 
kind of equipment they reported: 


units costing less than $50,000 


ee 
units costing $50,000 to $1 million 


units costing more than $1 million 


Automation equipment increases in direct relation 
to office size. For example: 


firms of more than 5,000 office employees 
having punched card systems 


co RSME REEMA Ro OO 
firms of less than 26 office employees 
having punched card systems 
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What reasons do companies give for not having 
electronic or integrated data processing equipment? 


“present volume of work too small’ 
TRE! RGR GE LOE BLOB B SLB ET ES 
“equipment costs too high” 


These representative percentages from the survey 
show how many office automation users are plan- 
ning to use more of their present type of equipment: 
Punched card equipment users 

more equipment on order 


under consideration 


Mechanical integrated data processing 
tem users 


more on order 


under consideration 
eee 

Large size electronic system users 
more on order 


under consideration 
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offices 


idly becoming a competitive neces- 
sity. 

The survey was conducted by 
the National Office Management 
Association, Willow Grove, Pa. Re- 
portedly, it is the largest study of 
its kind ever made. It covered 3,- 
936 companies of all sizes, primar- 
ily manufacturing, distribution and 
financial firms. It covered all kinds 
of office automation systems, from 
simple punched card _ installations 
to systems built around million- 
dollar computers. 

Although the study reveals that 
41% of the surveyed firms have 
some form of office automation, the 
heavy majority of the systems were 
of the relatively low price punched 
card type, rather than electronic. 

For example, all of the surveyed 
companies with more than 5,000 
office employees are using punched 
cards for data processing. But only 
half of these same firms have elec- 
tronic equipment costing more than 
$50,000. 

Price of automatic data process- 
ing machinery, however, is not the 
primary reason it is not more wide- 
ly used. According to the survey 
report, only 6% of the responding 
companies said they felt the cost 
of the equipment was too high for 
them. The dominant reason, of- 
fered by 69% of the companies 
without office automation, is that 
their “present volume of paper- 
work is insufficient to warrant au- 
tomation.” This answer, of course, 
contains in it an implication that 
if prices of automation equipment 
were lower, the equipment would 
be economical even for lower vol- 
ume paperwork processing jobs. 


Equipment gets multi-use 

Most types of data processing 
equipment can be used for a num- 
ber of different jobs. For example, 
the survey report shows that com- 
panies with fewer than 26 office 
employees most often find three 
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Here’s how you may save hundreds 
of dollars in postage! The innocent 
looking scale in your office 

may be a postage thief. Have you 
checked it lately? 


There’s a quick easy way to test 
it. Place a silver dollar on the tray. 
{t should weigh 15/16ths of an oz. 

If your scale registers an even 
ounce or more, you are overpaying 
postage in many instances. An 
extra 3¢ on just 12 letters a day 
loses nearly $100 a year! 

If your scale registers markedly 
less than an even ounce, you too 
often underpay postage — causing 





The 4900 for the small office has 
convenient postage computer. 


Try the 
Silver Dollar Test ! 


letters to arrive “Postage Due,” 
risking customer good will and 
needless delays in mail delivery. 

You can trust a precision-built 
Pitney-Bowes Scale. The auto- 
matic pendulum registers instantly 
and stays accurate. 

The hairline indicator shows 
the exact weight, without waver- 
ing. The vertical chart, with large 
figures and wide graduations, is 
very easy to read—saves time and 
postage errors. 

PB mailing scales have weight 
capacities of 10 Ibs., 4 Ibs., 3 Ibs., 
or 20 oz. A special shipping room 
model weighs up to 70 Ibs., and 
automatically computes postage 
required for each zone (including 
air parcel post). 

If you haven’t a silver dollar 
handy, a Pitney-Bowes man has! 
Call the nearest PB office for 
a demonstration of the “Silver 
Dollar Test.” Or send the coupon 
for free illustrated booklet. 


Free: Send for a handy desk or wall chart of Postal 


PITNEY-BOWES 


Made by the originator of the postage 
meter... offices in 107 cities in U.S. 
and Canada. 


Mailing Scales 


Rates, with parcel post map and zone finder. 








=a aE eee eee ee Umer eee ee “7 
; PiTNEY-Bowes, INC. J 
‘ 4589 Walnut Street ; 
1 Stamford, Conn. ; 
, Please send your free i 
\ “Silver Dollar Test” booklet to: ‘ 
{ I 
t Name i 
I i 
1 Address : 


(For more information, see last page) 
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CALCULAGRAPH computes 
and prints ELAPSED TIME 


| on job cards Automatically 














GIVES YOU— B CAicuacRAPe © “s s | 


e Accuracy 
e Exact Job Cost Data 
¢ Production Time 


¢ Department Time ike 


cALCULAG 


Serves all entire Dep 





RAPH 


artment 











Calculagraph will fit into your present system. It computes 
and prints ELAPSED TIME automatically on your job 
cards. It eliminates costly clerical time and additional 
equipment—assures 100% accuracy. Furthermore, the 
flexibility of Calculagraph makes it adaptable to any 
system. 


And remember, too, that CALCULAGRAPH 


© is simple to use 
* automatically deducts non-working hours 
(rest periods, lunch time, etc.) 


e is a self-contained unit— 
needs no MASTER CLOCK 


e is used throughout industry the world over 


Get the full facts about CALCULAGRAPH NOW. You'll 
find that cost and production data can be yours more 
accurately, faster, automatically. 


Write for complete information today. 
Agents in principal cities 


CALCULAGRAPH 


VANE] 


309 Sussex Street +* Harrison, New Jersey 





685 





MANUFACTURERS OF ELAPSED TIME COMPUTERS FOR OVER 65 YEARS 


(For more information, see last page) 
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or four different uses for their 
punched card equipment. On the 
other hand, the average firm in 
the survey with over 5,000 office 
workers uses its punched card 
machines for nine different appli- 
cations. 

The most popular use _ for 
punched card systems is compila- 
tion of sales statistics; for mechani- 
cal automatic systems the most 
common application is for order 
and invoice handling; and elec- 
tronic equipment was found to be 
used for payroll work and engi- 
neering computations more than 
any other jobs. 

The National Office Manage- 
ment Association’s report of _ its 
study defines the various forms of 
office automation equipment as fol- 
lows: 

Electronic data _ processing 
(EDP )—data processing equipment 
in which data is stored either mag- 
netically or electronically. 

Integrated data processing (IDP) 
—covers automatic systems in 
which data is stored mechanically 
as in punched cards and tapes. 

Automatic data processing 
(ADP )—includes both EDP and 
IDP and any combination of both. 

Punched card system—any sys- 
tem, whether ADP or non-auto- 
matic, in which data is stored on 
punched cards. 

EDP installations are classified 
as “small” when the units cost less 
than $50,000; “medium” when units 
cost more than $50,000 but less 
than $1 million; and “large” when 
units cost more than $1 million. 


Trend toward automation 


A trend toward more and more 
automation in the office is indi- 
cated by the fact that heavy per- 
centages of the firms in the study 
that now have automatic data pro- 
cessing are planning to acquire ad- 
ditional equipment. This fact also 
serves to indicate that most users of 
such equipment are satisfied with 
its time- and cost-savings. 

Some 45% of the surveyed firms 
that now have punched card sys- 
tems have more equipment actu- 
ally on order; another 7% are con- 
sidering the addition of more such 
equipment. 

Of the firms that now have mil- 
lion-dollar computers, 38% present- 
ly have orders in for one or more 
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“Soft seating for 


hard working exequtives 


Model 28-TA 
Executive Chair 


£59 25" 
> yp egss.s5 in Zone 2) 





LO SLM, He jubiond cass 


@ Here’s the comfort you need and the value you want. 
This new deluxe Cosco Chair is fully adjustable. Has 
dual-contour molded foam rubber seat. Foam-cushioned 


backrest, upholstered front and back. Even the arm- 
rests are foam! Get a free demonstration in your office. 
Your dealer is eager to prove the comfort and out- 


standing value of this new Cosco Chair. 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 
or attach coupon to your letterhead. 


| HAMILTON MANUFACTURING CORPORATION, Dept. MM-38, Columbus, Indiana 
| would like a free demonstration of the following COSCO Chairs: 

| () Model 28-TA Executive Chair () Model 25-S Secretarial Chair 
| () Model 27-LA Conference Chair () Model 23-LD General Chair 
| Please send full information on: 

©) COSCO Office Chairs with 0) COSCO Chairs, Settees, 
| round tubing. Sofas and Occasional Tables. 
Firm 
Be 
| Address 

(Please Print) 

4 Also available in Canada, Alaska and Hawaii through authorized COSCO dealers 


Model 25-S 
Secretarial Chair 
$42.95 

($46.95 in Zone 2) 





ie 


Hl 


General Chair 


$19.95 


| 

| 

| 

| 

| Model 23-LD 
| 

| ($21.95 in Zone 2) 
| 

| 





. eh 

GG %®, 

1S ’ 

‘ € 
Model 27-LA 


Conference 
Arm Chair 


$39.95 
($43.95 in Zone 2) 





*All prices shown are for Du Pont Fabrilite upholstery. Other fabrics slightly higher. Zone 2: Texas and 11 western states. 


(For more information, see last page) 
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additional units; 13% are consider- 
ing the purchase of more. 

The National Office Manage- 
ment Association has published the 
complete findings of its survey in a 
$5 booklet. The report covers in- 
formation on installations and ap- 
plications of office automation 
equipment by type of business, by 
size of office, and by systems; cost 
of punched card installations per 
manual key punch; number of 
cards used annually by number of 
key punches; use of teletype ma- 
chines with tape punch; and many 
other breakdowns. 





rerrrii 


A review of 


current surveys 
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Research reporting 

Only one out of seven top execu- 
tives questioned find research and 
development laboratory _ reports 
satisfactory. This was revealed in 
a survey made by Scientific Ap- 
paratus Makers Association of 500 
presidents and executive vice presi- 
dents in 34 types of manufacturing 
firms across the country. 

According to frequency of men- 
tions, most important improve- 
ments needed to make research 
findings more meaningful to man- 
agement are more significant con- 
clusions, more stress on implica- 
tions of results and more attention 
to dollar and marketing value of 
findings. 

Respondents also stressed the 
need for more personal contact and 
more frequent reports to improve 
communication between manage- 
ment and the scientific staff. 

For a free copy of the complete 
survey, circle number 629 on _ the 
Reader Service Card. 


More mileage by salesmen 


Indications are that salesmen will 
be traveling at least 20% farther this 
year trying to equal their 1957 
sales volume. Statistics show they 
averaged 2,419 miles in December 
as against 2,112 miles in September 
and 2,006 miles in June. 

These figures were compiled by 
Emkay, Inc. from mileage checks 
of all cars being leased for sales- 
men in a wide variety of indus- 
tries. 
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-. IT'S NEWT 


<<. The Verifax . 
of Bantam 
Copier... 


ONLY $QQ°?! 


Meee: iii acca 
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- | A LIGHT, CAPABLE “ANY JOB” COPIER AT THE LOWEST PRICE OF ALL! 





ll N UNHEARD OF low price for an __ type paper, card stock, printed office _ plish spirit duplicator copies—are 
A office copier! About half the ~forms—front and back, if you wish. reproduced as readily as typed data. 
of price of other “low-cost”? copiers! Makes translucent “masters” for |The new Bantam is a snap to oper- 
Yet the Bantam gives you all the whiteprint machines—even makes ate, and, despite its low cost, as fool- 
he extras of Verifax copying, does jobs an offset master in 1 minute, using _ proof asan office copier can be. Mail 
nd other copiers can’t touch! low-cost adapter. What’s all- coupon... or phone Verifax dealer 
ve Makes 5 completely dry copies of | important, too, your Verifax copies _ for free demonstration. (Check Yel- 
3e- 5 any document in 1 minute for 244¢ — are accurate and complete. All types of | low Pages under “photocopying”’ 
each. Makes copies on white bond- pencil and ink writing—even pur- __ or “duplicating” machines.) 


Price quoted subject to change without notice 


[erifax Copying 


DOES MORE... COSTS LESS... MISSES NOTHING : 
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eeeceecececeeeee MAIL COUPON TODAY ***ee2e22eee88 

EASTMAN KODAK COMPANY 

Business Photo Methods Division, 343 State Street, Rochester 4, N. Y. 
Gentlemen: Please send folder describing Verifax Bantam Copier 
and savings it makes possible. Also names of nearby dealers. 197-3 
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Name Position 











Company 





Buy 'em by the cartload—put one in 
every department! Your savings in 
typing quickly cover Bantam’s cost. City State 


IS- Street 








(For more information, see last page) 
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New business weapon in the war on paperwork 


Extra-wide magnetic tape is a key factor in enabling 
Honeywell’s DATAmatic 1000 to process business data at 
new record-breaking speeds. New recording techniques and 
the tape’s greater capacity team up to exploit the elec- 
tronic speeds of the central computer. 

This ingenious tape helps explain DATAmatic 1000’s 
ability to devour all sorts of business information at the 
rate of 900 fully punched cards a minute. 

Most important, it steps up the flow of this information 
to and from the central computer to a peak rate of 
120,000 digits per second, or a sustained speed of 60,000 
digits per second. 

Consistent with these speeds is DATAmatic 1000’s abil- 
ity to print insurance premium notices, inventory reports, 
bank statements, production schedules, mailing lists — or 
what have you — at the eye-blinking speed of 15 lines a 
second (up to 120 characters a line)! As many as 14,000 
typical paychecks, for example, can be printed in one hour. 

By now it should be clear there is something extra special 
about DATAmatic 1000’s new magnetic tape. 

There is. 

It holds far more business information than conventional 
tapes. First, because it’s wider. Second, because unique 
recording methods now utilize its surface more completely 
and efficiently. Data is organized for more rapid accessi- 
bility, and to save valuable time DATAmatic 1000 can 
even read the tape in both directions, coming or going! 

This new magnetic tape is but one of the many features 
of DATAmatic 1000 designed specifically for business use. 
That is why consideration of any business data processing 
program is incomplete without the facts on DATAmatic 
1000. 

Our applications engineers will be glad to discuss your 
requirements. Write for details to Walter W. Finke, 
President, DATAmatic Division, Dept. M3, Newton 
Highlands 61, Massachusetts. 


Honeywell 


[H) DATAmatic 


ELECTRONIC DATA PROCESSING 


(For more information, see last page) 
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PRESIDENT GILBERT of MPB, Inc. 


Why he turned to 
private finance 
















Last month MM profiled a president who found a pub- 


lic stock offering answered his company’s financial needs. 





Here are facts about another president whose situation 






has been almost the same but who used private offerings 





of limited voting stock to just a few major investors. He 


tells why he selected this method and how he handled it. 







mms “There are as 
many ways to finance a company 
as there are companies, but pri- 
vate finance has been good for 
us. 

So says Horace D. Gilbert, 
president of Miniature Precision 
Bearings, Inc., a privately held 
company in Keene, N. H. 

Gilbert joined MPB as its treas- 
urer in 1941 when the company 
was still small and struggling. He 
















signed up on a bonus basis with 
a token weekly salary of only $30. 
As the company grew, Gilbert 
left his bonuses and salary in- 
creases in the company, later tak- 
ing them out in stock. Largely as 
a result of this, he was able to ac- 
quire voting control in 1950 after 
a re-organization. 

At that time, when Gilbert 
gained control, the company was 
still small. But it found itself 
in a rapidly expanding market for 
miniature ball bearings, caused 
partially by the development of 
the electronics industry and the 
general trend toward miniaturi- 
zation in many fields. 

Gilbert wanted his company to 
grow with the expanding market. 
In fact, he wanted Miniature 
Precision Bearings to become the 
dominant supplier in its field. 

Such growth plans called for 
two chief resources: careful man- 


“We have some fairly well known investors who have 


attract attention to us.” 


agement and capital. By apply- 
ing sound management Gilbert 
was at first able to expand largely 
out of earnings, which he was 
able to maintain at a consistently 
high rate. 

But in 1956, he found that 
even his favorable earnings rate 
was not enough to adequately fi- 
nance his expansion plans. New 
capital was needed, not only to 
tap the expanding market situa- 
tion, but also to solidly finance 
the company for its future. 

But Gilbert had absolutely no 
desire to relinquish his personal 
voting control of the company. 
Further, he had no desire to use 
a financing method that would 
involve heavy money costs, such 
as interest or brokerage fees. 

It was for these reasons that 
he turned to private finance. 

In December 1946, Gilbert 
raised $800,000 by new issues of 
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limited voting common stock and 
5% cumulative convertible pre- 
ferred stock with a par value of 
$100. Recently, he floated still 
another stock issue, this time for 
$1.1 million, still sold privately. 
MPB now has 67 individual and 
corporate investors. 

Miniature Precision Bearings’ 
present net worth is over $2 mil- 
lion, up from $100,000 to 1950. 
Annual sales of $5.5 million are 
being recorded, compared with 
$300,000 in 1950, and the after- 
tax profit for the fiscal year end- 
ing this month is estimated at 6% 
(see chart). The company has 
grown to take over about half of 
the miniature ball bearing market 
and, through the acquisition of 
its former parent company, Split 
Ballbearing Corp., has diversified 
into another promising segment 
of its field. 

President Gilbert recently dis- 








Net Worth 








Capitalization (No. Shares) 
Common No par 
Common $5 par 
Common A $2 par 
Common B $2 par 
Preferred $100 par 





r | 
) 





No. of Stockholders 





Other Long Term Financing 
Real Estate Mortgage 
Term Loan—Serviced by 
real estate & equipment 
6% Debenture Due 1971 
5%2% Debenture Due 1977 


Pe 














Surplus 
Earned 42, 
Paid In 
Dividends 
Sales 00, 
After Tax Profit 30, 





Capital Expenditures 
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cussed with MM editors the fi- 
nancing method that helped him 
bring this growth about with 
only small investments of his 
own capital yet without losing 
voting control. Here is an excerpt 
from the tape recorded interview: 


Q. Do you feel that in your par- 
ticular situation your method of 
private financing has been better 
than a public offering would have 
been? 


A. Yes, it’s a lot less expensive. No 
brokerage fee, for example. We've 
handled the issues ourselves. It is 
an excellent method if you have the 
kind of stockholders that we have 
—who are interested in growth com- 
panies, who can afford substantial 
investments in such companies, and 
who are willing to put their con- 
fidence in the management. 


Q. What kind of control do your 
limited voting stockholders have? 


1952 
$150,000 


1951 
$110,000 


1953 
$250,000 


A. They have the right to elect two 
of the 10 directors. So you see, they 
do have representation. 


Q. But you have retained voting 
control, haven’t you? 


A. Yes, because I've felt that is best 
for the company. 


Q. How are you able to induce 
heavy investors to take an interest 
in your company without full vot- 
ing rights? 

A. You do it on the basis of past 
performance and their estimate of 
management's ability to keep the 
company growing. You see, we 
have a 15-year growth record all 
told—and actually that isn’t a very 
long stretch from the viewpoint of 
a seasoned investor. However, in 
the beginning it is very important 
to have a close relationship with 
initial investors who place a high 
value on the people of a company 
rather than looking strictly at the 
balance sheet. 


1955 
$450,000 


1954 
$290,000 


1956 
$600,000 


man Cy 


Finding investors 
has not been a dif- 


ficult task.” 





Q. Are you saying that to success- 
fully handle a private financing 
of this kind a company must have 
a sound record of profits? 


A. Yes, it would be pretty tough 
to accomplish without such a rec- 
ord if you are thinking in terms 
of sophisticated investors. 


Q. What are some of the other re- 
quirements? 


1957* 
$1,950,000 


Est. to 3/31/58 
$2,310,000 





500 (101) 50,500 (101) 50,500 (1010) 
50,590 (10,100) 52,000 (10,400) 


52,000 (10,400) 


52,000 (10,400) 


227,664 (113,832) 
208,000 (104,000) 
640,700 (6,407) 


304,596 (152,298) 
208,000 (104,000) 
295,400 (2,954) 
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132,000 72,000 120,009 251,000 52,000 44,000 242,000 558,000 780,000 
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* Acquired Split Ballbearing Corp. through exchange of stock. 








A. Well, first comes a good profits 
record. Then you need a strong 
management—and this is not just 
one man, but a sound management 
group that the investors can feel 
confident will keep the company 
moving up. You have to have an 
expanding market situation—a place 
for the management team to take 
the company. Finally, you have to 
offer a capital gains situation. 


Q. Aren't your kind of investors 
interested in dividends? 


A. Only to the extent that divi- 
dends add marketability to the 


capital gains situation.’ 


stock. Their thinking is that if the 
stock is going to double in value 
in say, six years, then possibly they 
can carefully sell half their hold- 
ings—without disturbing the com- 
pany or the market—get back their 
bait and still have a position in the 
industry. They don’t want divi- 
dends; they want capital gains. 


Q. How do you find investors with 
the money and the desire to invest 
in your company? 


A. The first hundred thousand dol- 
lars was the toughest. But actually, 
finding investors has not been a 


“To finance privately, you need a good profits record, 


strong management, expanding market and a 








difficult task. In fact, for our last 
issue of $1.1 million, we didn’t have 
to solicit investors. We simply let 
it be known that the stock was to 
be issued, and five participants 
stepped forward to buy it. 










Q. In the beginning, did you at- 
tempt to interest any well known 
investors, whose lead others might 
tend to follow? 





A. We have some fairly well known 
investors among our stockholders, 
and I’m sure that they have helped 
to attract attention to us. 


Q. Having gone through this kind 
of private financing method, would 
you recommend it to other com- 
panies that can meet the necessary 
requirements? 


A. I would certainly urge consider- 
ation of it. There are as many ways 
to finance a company as there are 
companies, but private finance has 
been good for us. m/m 


“Private finance is an excellent method if you have stockholders who are interested in growth companies, who can afford 
substantial investments, and who are willing to put their confidence in the management.” 





38 


Forw 


outs: 


te 


nel. Tk 


t] 


th 


four 


MARCH 1 
MANAGEMENT METHODS 








At Chandler-Evans, classes in theory 
supplement training in. shop skills. 


your own sk 


Forward thinking companies 
realize they can't rely on 
outside sources of supply for 
technically skilled person- 

nel. These firms “manufacture” 
their own skilled people— 
through training. Here are 
four varied case examples of 


how it’s done. 
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mes §=N otwithstanding 
the economic ups and downs, the 
day is long past when you could 
simply tack up a sign reading MEN 
WANTED and then sit back and 
wait for applicants to appear. Ev- 
ery indication now points to a 
continually shrinking supply of 
skilled workers, both for the pres- 
ent and future. 

What to do about it concerns ev- 
ery business in search of skilled 
hands. There seem to be only two 
real answers: 1) compete in the 
shrunken skilled labor market or 
2) create your own supply of 
skilled people. 

Disappointing experience with 
the first of these alternatives has 
caused many farsighted companies 


How to create 



















illed labor 


to turn to the second. These com- 
panies have found that establishing 
and running a skill training pro- 
gram requires an investment of a 
certain amount of time, effort and 
ingenuity, but that the task is not 
as difficult as it might seem. 

Following are case histories of 
four companies that have created 
their own skilled labor supply. 


New training program 
turns out qualified lathe 
operators in six months 


THE NEED 


In mid-1956 new orders at Pratt 
& Whitney's Chandler-Evans divi- 
sion in Hartford, Conn. created the 
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Timken supervisor discusses problem 
with apprentice inspector. 


Apprentice learns use of 
comparator gauge 
(above) and works in 
Production Department 
tool crib (left). 


. LY | f f lL. ; " 
or 6,UUU hours—in 


tool inspectors. 


need for 250 skilled workmen. The 
personnel department got a report 
from Assistant Foreman John Mc- 
Grath: 100 skilled men needed in 
the turret lathe department. A sur- 
vey showed that another 150 men 
were needed for milling, grinding 
and lathe work in other depart- 
ments. 

Personnel people set out to re- 
cruit the needed skills; three weeks 
later they had turned up just four 
suitable candidates. 


THE ANSWER 

Worried company officials put 
their heads together. They realized 
their present emergency was only 
a forerunner to a_ problem that 
would probably plague them for 
months and years to come. 

“Why not train our own skilled 
people?” someone suggested. 

“But could we do it economically 
and within a reasonable period of 
time?” someone else asked. 

Everyone agreed it was worth a 
try. They set to work, established 
a program and six months later, 
when the first group of 12 trainees 
had been processed, the program 
was proclaimed an initial success. 


THE METHOD 

Help in planning the training 
came from I. Harry Hyman of the 
bureau. of apprenticeship and 
training in the Hartford office of 
the U.S. Department of Labor. The 
course was planned on a full five- 
day, 40-hour schedule, with a train- 
ing cycle of six months. 

Chandler-Evans officials took the 
position that the best skill training 
would result if it was supplement- 
ed by classroom work in theory. 
Therefore, the daily schedule for 
trainees was planned to consist of 
six hours of shop training and 
work, and two hours of study of 
the theory behind the work. 

Once these initial concepts were 
firm, the training program began 
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shaping up quickly. The training 
planners decided the most urgent 
need was for trained turret lathe 
operators; the launching of the 
training was built around this need. 
Job instructors were selected from 
among skilled operators in the tur- 
ret lathe department; these men 
were given an 80-hour course in 
teaching techniques. 

\ qualified theory course in- 
structor was hired. A_ classroom 
was set up, as was a training work- 
shop with the necessary equip- 
ment. Textbooks were purchased 
and visual aids, including tools, 
models, charts and films, were as- 
sembled. 

Finally, the first group of 12 
young men was started through 
the training. Their two hours a 
day of classroom work consisted 
of basic math (fractions, decimals, 
degrees of angles, etc.), went 
through the use and application of 
measuring tools such as microme- 


ters and calipers, included sessions 
on the use of basic machinist tools, 
use of gauges and small tools, and 
culminated in a 10-part briefing on 
blueprint reading. 

Simultaneously, they were 
spending six hours a day in the 
training workshop where they 
were given orientation lectures as 
well as presentations on the pur- 
pose of the turret lathe, simple 
turning, facing, boring and form- 
ing. They were taught drilling, 
reaming, threading, use of chucks 
and a host of other procedures. 

Almost immediately they began 
producing simple parts for actual 
use. This work gave the men a 
feeling of achievement, helped 
maintain learning tension and 
quickly set the stage for the trans- 
fer of the trainees from the train- 
ing area to the actual production 
lines. 

After six weeks of this prelimi- 
nary training, the 12 men were 


Se Points to remember 


Based on its experience with its own training program, the Chandler-Evans Division of Pratt & Whitney 
offers these suggestions—eight vital points to remember: 


outs. 
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to qualify for higher level jobs. 
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moved into the regular production 
departments. Here their training 
went on for another 18 weeks un- 
der the supervision of job instruc- 
tors, while they also continued their 
two hour a day classroom work. In 
a very strong sense, however, they 
were now actually working as ap- 
prentices. In the meantime, a new 
group of trainees was moved into 
the training area to begin their 
skill training. 

To keep tabs on the progress of 
the men now working in the pro- 
duction departments, periodic con- 
ferences were held by training offi- 
cials of the company, the job in- 
structors who were guiding the 
trainees on the job, and depart- 
mental foremen. During these con- 
ferences, the shop work being done 
by the trainees was evaluated, as 
was their classroom work. 

The results: The 12 initial train- 
ees completed their course within 
the prescribed six months and took 
their places as qualified turret 
lathe operators. 

A little more than a year after 
completion of training a substantial 
number of these men had moved 

(Continued on page 86) 


Select your trainees carefully. Pre-testing and cautious interviewing will reduce the number of drop- 


Observe the trainee closely during the six-week training area period. Here, early in the program, the 
men least likely to make the grade can be weeded out. 


Instructors must be as carefully selected as the trainees themselves. They must be capable not only of 
teaching but also of stimulating the desire to learn. 


Instructors in the shop training area must work closely with their counterparts in the actual production 
departments to facilitate the trainees’ shift from the mock training area to the real thing. 


Similarly, production area instructors must make it a point to know the men scheduled to be assigned 
to them; to keep abreast of their abilities and help them make the transition to “regular” workman. 


Active cooperation by department supervisors is essential. Interest in the progress of each trainee 
provides a stimulus not only for the trainee but for his instructors as well. 


Job problems assigned to the trainees must be challenging—not just simple routine operations—in 
order to maintain learning tensions and develop problem solving capacities. 


Don’t short change the classroom theory part of the program. The 260 hours of classroom instruction 
provide a basis not only for meeting the initial training objective, but also enable many of the men 
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This is the second of two articles taken from a re- 
search report recently published by the Foundation 
on Employee Health, Medical Care and Welfare, Inc. 


How to conduct an annual review 


of a welfare plan 


Are you getting all you pay for in your employee health 


and welfare plan? One good way to find out is to make an 


annual audit of the figures and the facts. This article tells 


you what points to probe, and how to do it. 


mee The annual re- 
view of a health and welfare pro- 
gram discussed here relates to two 
aspects of the total program. One is 
the net insurance cost. The second 
is the benefits paid in terms of the 
needs of the employees and their 
dependents. 

When many of us, as individuals, 
receive a monthly statement of our 
charge account with a department 
store, we carefully review the state- 
ment to make sure that we have 
been charged with only what we 
actually purchased and properly 
credited with any payments made. 
The same care should be used by 
trustees in reviewing an annual ex- 
perience statement from an insur- 
ance company. 

The first step is to get the insur- 
ance company to furnish a detailed 
annual statement covering the fol- 
lowing: 

1. The premiums received by 
the insurance company from the 
fund during the policy year. 

2. The “retention” of the insur- 
ance company including the dollar 
amount of each item of retention. 

3. The amount of “actual” claim 
payments to insured members and 
dependents during the policy year. 
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4. The amount of any reserves 
for outstanding claims. 

The first item to check on the 
insurance company’s statement is 
the paid premium. The premium 
payments reflected in the records 
maintained by the welfare fund 
should be compared with the 
amount shown as received by the 
insurance company. The figures 
should check exactly. 

The next item to check is the in- 
surance company’s retention.* If 
the trustees of the health and wel- 
fare plan obtained detailed compet- 
itive bids they will have a basis 
upon which to evaluate the insur- 
ance company’s retention. 

The insurance laws in most states 
make it illegal for an insurance car- 
rier to guarantee what its retention 
will be. Consequently, when an in- 
surance company submits a bid, it 
is only estimating its retention for 
the future. Nevertheless, the actu- 
al retention, evaluated in the an- 
nual review, should conform with 


*The portion of the premium kept by the 
insurance company to cover its own expenses is 
technically referred to as the company’s reten- 
tion. It includes such items as premium taxes, 
administration costs, claims handling and in- 
vestigation expenses, commissions and acquisi- 
tion expenses and contingency reserves, risk 
charges ‘and profit. 


the insurance company's estimated 
retention. 
It is understandable that the ac- 





ea a as 


tual experience that develops in | 


any one year may not be exactly 
the same as the facts the insurance 
company was told to assume in 
the specification letter with regard 
to the size of the fund, number of 
employees involved and _ claim 
losses. If the premium is lower 
than that originally assumed, the 
retention generally increases per- 
centagewise but decreases dollar- 
wise. Similarly, if the premium is 
higher than assumed at the time of 
the bid, the retention will generally 
decrease percentagewise but in- 
crease dollarwise. 

If the claims loss ratio (that is, 
percentage of claims to premiums) 
is higher than originally assumed, 
the retention percentage will gen- 
erally increase slightly. This will be 
reversed if the actual claims are 
lower than originally assumed. 

The next item to check is the in- 
surance company’s charge for 
“claim payments.” The claim pay- 
ments charged by the insurance 
company should agree with the in- 
dependent record of claim pay- 
ments maintained by the health 
and welfare plan office. “Claim 
payments” are technically referred 
to as “incurred claims” and the in- 
curred claims for an insurance pol- 
icy year are referred to as the 
“annual incurred claims.” 

The insurance company’s charge 
for claims in a policy year generally 
consists of two items. The first is 
actual claim payments made to in- 
sured employees and dependents, 
the other is a charge often called a 
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“reserve for outstanding claims” or 
a “reserve for incurred but unpaid 
claims.” The actual claim payments 
charged by the insurance company 
should be checked against the 
actual claim payments recorded by 
the health and welfare plan office. 

The “reserve for outstanding 
claims” or the “reserve for incurred 
but unpaid claims” must also be 
checked. Perhaps the following ex- 
ample will be helpful in under- 
standing why the insurance com- 
pany generally charges this typé of 
reserve. 

Let us assume that an insurance 
policy year ends on October 3lst 
and that an employee enters the 
hospital on October 20th and is dis- 
charged by the hospital on October 
30th. The employee may not file 
his claim for benefits until Novem- 
ber 10th (after the close of the 
insurance policy year) and the 
claim may not be paid until No- 
vember 11th. Although this claim 
was not actually paid during the 
policy year, it was “incurred” dur- 
ing the policy year and the insur- 
ance company is liable for pay- 
ment of the claim even if the pol- 
icy is cancelled at the end of the 





1. Actual Paid Claims—1956.................. $100,000 
2. Claims Reserve for “incurred 
but unpaid claims’—1956....... $15,000 
MINUS 
3. Claims reserve for “incurred 
but unpaid claims”—1955....... $13,000 
4. Actual charge for claims reserve—1956....... $ 2,000 
Total Annual Incurred Claims $102,000 





policy year. To meet its liability 
for such claims, the insurance com- 
panies generally charge a “reserve” 
which is in effect an estimate of 
this liability. 

It is important to check the “re- 
serve’ charge against the original 
formula for the reserve set forth in 
the insurance company’s original 
bid and proposal. It is also impor- 
tant to determine that credit is re- 
ceived for the similar reserve 
charge in the previous year. For 
example, let us assume that actual 


paid claims for the 1956 policy year 
are $100,000 and the insurance 
company estimates “outstanding 
claims” or “incurred but unpaid 
claims” at $15,000. The total “an- 
nual incurred claims” for the 1956 
policy year would then be $115,000. 
However, let us further assume 
that at the end of the 1955 year the 
insurance company estimated the 
“incurred but unpaid claims” as 
$13,000 for that year. It is impor- 
tant that the health and welfare 
fund receive a credit for the 


HOW LABOR AND MANAGEMENT COOPERATE 


“Health and welfare plans represent a unique area of 
labor-management cooperation.” 

This statement is made jointly by John | Snyder, Jr., 
president and chairman of U. S. Industries, Inc., and by 
A. J. Hayes, international president of the International 
Association of Machinists (AFL-CIO). 

Mr. Snyder and Mr. Hayes serve as co-chairmen of the 
Foundation on Employee Health, Medical Care and Wel- 
fare, Inc. The foundation has been established by their 
company and union to study methods of improving indus- 
trial welfare plans. The accompanying article is taken from 
a research study recently published by the foundation.* 

Here is how Company President Snyder and Union 
President Hayes describe the significance of health and 
welfare plans in the present business economy: 

“In no other field do employees and unions have a 
comparable identity of interest. Once they have agreed on 
how much money is to be available to provide employee 
benefits, the dividing line between them evaporates. They 
are united in a single, common objective: how to obtain 
the best benefits in quantity and quality at the lowest cost. 

“This search for maximum security at minimum expense 
has become so broad in the 12 years since World War Il 
that health and welfare plans have become an important 
stabilizing factor in the national economy. Today such 
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plans provide billions of dollars a year in health and 
welfare benefits for approximately two-thirds of American 
workers and their families. Phenomenal as this growth 
has been, there is every indication that it will continue— 
even accelerate—in the years ahead. 

“. . . there can be only agreement on these conclu- 
sions: 

“That employees and their families, and the employers 
who pay the bill, are entitled to the best benefits at the 
lowest cost. 

“That armed with sufficient information in simple terms 
of what is available, intelligent buyers of insurance benefits 
can purchase the most suitable form of benefits from the 
appropriate sellers of such benefits. 

“That it is a sound and thoroughly American practice 
to provide these benefits through voluntary plans devel- 
oped in collective bargaining. 

“That a sound health and welfare plan means better 
health and increased peace of mind for employees, to- 
gether with greater and more efficient production for 
employers.” 





* This report, the first of a series of four, is titled “Problems and 
Solutions of Health and Welfare Programs.” It is available at 35¢ a 
copy. Address the Foundation on Employee Health, Medical Care and 
Welfare, Inc., 477 Madison Avenue, New York 22. 





BENEFITS AVAILABLE 


ON A 


GROUP BASIS 


These are the benefits most frequently included in a health and welfare plan. 
The broad term “health and welfare plan” is simply a general description 
of what is included in a package of different benefits selected in light of the 
needs of the employees and the amount of money available to purchase the 


benefits. 


Life insurance 


Accidental death and dismemberment insurance 


Weekly accident and sickness (or disability) 


payments 
Hospital care 


Maternity care 


in-hospital medical expense 


Surgical care 


Obstetrical care 


Home and office medical expense 


Major medical expense 


Group medical care 


Some employers and unions bargain on benefits. Others agree on a sum 
to be contributed to a fund for benefits and then see what they can buy for 
the amount available. In either case, it is obviously to their advantage to get 


the best value for the lowest price. 


Health and welfare benefits when provided through insurance contracts 


can be purchased from: 





Mutual or stock insurance companies. 


Non-profit hospital organizations. 


Non-profit surgical-medical organizations. 








$13,000 charge in 1955. The gen- 
eral procedure for granting credits 
is shown in the box (top of page 43). 
If at the end of a policy year the 
insurance company only furnished 
a statement of “annual incurred 
claims,” it would not be possible to 
evaluate properly the charge for 
actual paid claims and the charge 
for the reserve for outstanding or 
incurred but unpaid claims. 

It should also be noted that if an 
insurance policy is cancelled at the 
end of a policy year, the insurance 
company would use the claim re- 
serve to meet its outstanding claim 


a4 


liability. If any amount remained 
after meeting such liability, it 
would normally return the balance 
to the health and welfare fund 
in the form of an additional divi- 
dend or retroactive rate credit. 

It is also important to distinguish 
“claim reserves” from insurance 
company “contingency reserves” 
because the claim reserves belong 
to the policy-holder in a_ strict 
sense, whereas the contingency re- 
serves belong to the insurance com- 
pany and are included as part of 
the insurance company’s retention. 

When the insurance company 


charges for claim payments and re- 


tention are subtracted from the 
paid premium, the balance should 
be returned to the health and wel- 
fare plan as a “dividend” or “retro- 
active rate credit.” (Mutual insur- 
ance companies pay “dividends,” 
stock insurance companies pay “re- 
troactive rate credits.” ) 

For example, if the paid premi- 
ums for a policy year are $150,000 
and annual incurred claims are 
$100,000 and retention is $10,000, 
the dividend or retroactive rate 
credit paid to the health and wel- 
fare plan should be $40,000. 

The above example also _ illus- 
trates the difference between 
“gross” and “net” insurance cost. 
The gross cost is the premium of 
$150,000; the net cost of insurance 
for the year is $110,000, or the total 
of retention plus the total of in- 
curred claims. 


Annual review essential 

It is not enough to know that 
benefits are being provided by an 
insurance company at the lowest 
possible cost and that all charges 
for the year are correct. It is also 
necessary to determine that these 
benefits are serving the needs of 
the covered employees and de- 
pendents in the best manner pos- 
sible considering the amount being 
spent for the purchase of the bene- 
fits. An annual review of the claims 
experience in the fund is, there- 
fore, essential in determining 
whether the best benefits are being 
provided. 

An analysis of the relationship 
between medical and hospital ex- 
penses incurred by the individual 
as compared with the benefits re- 
ceived from the health and welfare 
plan will often highlight the differ- 
ence between indemnity and serv- 
ice benefits. An analysis of the rela- 
tionship between the disability 
benefit received by the employee 
and the employee’s normal take 
home pay will indicate whether the 
disability benefit is adequate or 
whether it is out of line. 

In short, the annual review of 
the health and welfare plan must 
also evaluate the relationship of the 
benefits provided by the pian to 
the needs of the employees. This 
evaluation should enable the trus- 
tees to adjust the benefit program 
in the light of the experience of 
the group. m/m 
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| paper work management | 


EE ce ol 


Why isnt your office 


automated ? 


By simply linking business machines with common language tapes and cards, U.S. 


business firms are saving literally millions of dollars. If your firm isn’t sharing the fruits 


of today’s improved paperwork methods, it’s probably time you found out why. 


ees If your company 
is struggling with an over-burden 
of office chores, could it be because 
no one has ever really investigated 
the economics of mechanizing, or 
automating, office operations? 

It’s the continuous re-processing 
of office data that often runs up 
office costs. Information contained 
on a purchase order that comes into 
the office, for example, may be 
processed a dozen different ways 
for a dozen different purposes. By 
using today’s techniques of inte- 
grated data processing, however, 
all or most of this repeat work can 
be eliminated. 

Here’s just one case example of 
how a series of paperwork steps 
were eliminated through _ inte- 
grated machine processing of data 
when GE’s Capacitor Department 
in Hudson Falls, N. Y., automated 
its procedure for calculating ma- 
terial requirements. 

The new procedure provides 
data in a form which can be used 
to mechanically cross-index com- 
ponents and material according to 
nomenclature and “where used.” 
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By B. F. Feeley 


Senior Procedures Analyst, Capacitor Department 
General Electric Co., Hudson Falls, N. Y. 


It also enables the department to 
analyze its many products by 
characteristics, to standardize 
parts and materials and to mecha- 
nize cost accounting and material 
control. 

Prior to the installation of the 
new automated procedure these 
were the steps which had to be 
taken: 


1. Drawing lists were typed on a 
single sheet of tracing bond. 

2. Information was rewritten on a 
keypunch worksheet. 

3. Cards for calculating material 
requirements were punched 
manually. 

4. Data was reviewed weekly for 
additions, deletions and changes. 

5. Cost ledger cards were manually 
written once each year. 

6. Collating charts were prepared 
to analyze materials used. 


Under the old procedure, there 
was no “where used” file to indi- 
cate by cross reference material or 
parts which were common to more 
than one product being manufac- 
tured. Finally, there was unneces- 


sary rewriting of all or part of the 
information on the drawing lists. 

Today, using a Flexowriter and 
two-part continuous carbon inter- 
leaved punched forms manufac- 
tured by Moore Business Forms, 
Inc., drawing list information is 
manually written only once. Sub- 
sequent writing of data is accom- 
plished mechanically, and IBM 
cards are automatically key- 
punched for master material decks 
and the “where used” file. 

The Flexowriter is essentially an 
electric typewriter with a standard 
keyboard. Built into it is a mecha- 
nism for producing a five-channel, 
common language, punched paper 
tape containing all or any portion 
of the information being typed. 


How the system works 

After typing the drawing list, the 
operator proofreads the copy and 
makes necessary corrections in 
both the document and the tape. 

Next, she inserts the master tape 
into a mechanism which punches 
the information into a secondary 
tape, compiling material and com- 
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ay 


Flexowriter is used to produce punched 
paper tape of information manually writ- 
ten from drawing list. 


Operator then proofreads copy and 
makes any corrections necessary on both 
document and tape. 


A case example of how 


ponents information from all draw- 
ing lists written in any one day. 

The operator then files the indi- 
vidual drawing list tape for use in 
rewriting or changing the drawing 
list. 

At the end of each work day, 
the combined tape is removed from 
the auxiliary tape punch and sent 
to machine accounting for running 
on an IBM tape-to-card converter. 
From this tape, an IBM card is 
made for each line on the drawing 
list. As a control check, the Flexo- 
writer operator has indicated on a 
tally sheet how many cards there 
should be for each sheet, and the 
total number of cards for the entire 
tape. 

Since two complete sets of cards 
are required for each drawing list, 
the tape is processed twice through 
the tape-to-card machine. 

Cards are then processed 
through a Tickometer which im- 
prints a control date on the re- 
verse side of the card and, at the 
same time, accurately counts each 
card. 

One deck of cards is then desig- 


: 


a series (paperwo!l 
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Drawing list tape is filed for rewriting 
or future changes; secondary tape is 
forwarded to machine accounting. 
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twice. 


nated as the master deck, filed by 
drawing list number and used for 
material requirements computa- 
tion. The other deck is machine- 
sorted by component drawing 
numbers and is returned to the 
Flexowriter work station in the 
drafting section where each card 
is placed in the “where used” file. 


Date aids control 

As previously described, a date 
has been imprinted on the reverse 
side of each card. This date is for 
control purposes in both the master 
deck file and the “where used” file. 
Persons responsible for filing cards 
in either of these two files are in- 
structed to remove any card for 
the same item and/or drawing list 
number for which there is a new 
card having a date more recent 
than the one already in file. In 
this way, only the most recently 
released drawing list information 
is found in these files—a very im- 
portant point of control. 

The drawing list document is a 
two-part continuous marginally 
punched form consisting of one 
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eliminated through integrated machine processing of data. 


Two complete sets of IBM cards are made for 
each line on drawing list by processing tape 


tracing bond sheet in the first posi- 
tion with an offset reproducing car- 
bon and Multilith master under it. 

After completing the drawing 
list, the operator indicates the rout- 
ing or distribution by using one of 
several Addressograph plates pre- 
pared for the purpose. 

A plate containing the proper 
routing is inserted in a hand oper- 
ated Addressograph machine, and 
the operator stamps the routing on 
both the tracing copy and the 
Multilith master. 

The Multilith master is used to 
create multiple copies as required 
by the routing shown thereon. 

This automated procedure is op- 
erating as planned, and is one of 
the “building blocks” of a rather 
comprehensive automation pro- 
gram now being installed by the 
General Electric Capacitor Depart- 
ment. m/m 


Finally, cards are sorted to component drawing numbers 
for use in the “where used” file. 










































































How businessmen cooperate 


with their local schools 


THE TULSA PLAN 


Industry provides 
speakers, consultants 


es th) January, MAN- 
AGEMENT MeEtTHops reported on 
“How you can improve your local 
schools,” pointing out that when 
business cooperates with schools, 
the benefits go both ways. Men- 
tioned briefly in the report was 
the outstanding system of business 
and school cooperation now oper- 
ating in Tulsa, Okla. This month 
we take a closer look at the Tulsa 
Plan—what it is, how it started, 
where it is going. 

Tulsa has a population of more 
than 250,000. It is a 572-sq. mi. 
area with average community re- 
sources. Because of the highly tech- 
nical nature of its major industry 
(Tulsa calls itself the oil capital of 
the world ), much of the school cur- 
riculum is science oriented. In 
Hartford, Conn., the emphasis 
might be on insurance; in Pitts- 
burgh, on steel. The point is that 
what has happened—or, rather, 
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Literature is made 
available to teachers 


been made to happen—in Tulsa can 
happen in any location. 

The first major instance of pro- 
fessional and school cooperation 
occurred in Tulsa back in 1934 
when the Medico Club was formed 
(see box page 52). Since then, Tul- 
sa’s schools have received many of- 
fers of corporate assistance. Some 
were accepted and much of the 
assistance was valuable. The prob- 
lem, however, was that none of this 
business cooperation was coordi- 
nated. In the spring of last year, 
steps were taken to overcome this 
problem. A campaign was launched 
to consolidate and organize the sep- 
arate efforts of individual compan- 
ies, and thus to bring the greatest 
possible aid to the largest possible 
number of high school students and 
teachers. Here’s how it began. 

Dr. Charles C. Mason is head of 
the Tulsa public school system. At 
his suggestion, the Education Com- 


Students are able to 
tour local plants 





mittee of the Tulsa Chamber of 
Commerce appointed a special sub- 
committee to make recommenda- 
tions for coordinating offers of as- 
sistance from business firms and 
other organizations. Appointed to 
head this sub-committee was Bert 
Edwards, official of Carter Oil Co. 

“The first step was to determine 
what kinds of help the teachers 
really wanted and could use to best 
advantage,” Edwards says. 

To find out, a survey was made 
among teachers. When the results 
were in, business and _ industrial 
firms were furnished with lists of 
the specific help teachers had asked 
for. The firms were asked to make 
definite commitments. 

Response was excellent. Under 
the leadership and guidance of Dr. 
Morgan L. Powell, director of 
school-community relations in Tul- 
sa, this is what has happened in 
less than one year. 


MANAGEMENT METHODS 
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In Tulsa, businessmen have combined their efforts to create 


a notably resultful program of cooperation with local schools. 


It gets results because all actions are coordinated. Here’s 


Scientific equipment is 
donated to the schools 


what has been accomplished so far. 


The teachers wanted: 


Teachers are invited to 
professional meetings 


Industry hires teachers 
during the summer 


Industrial personnel to speak to classes on class topics; to conduct indivi- 
dual guidance conferences; to demonstrate scientific processes; to act 
as student club sponsors; to sponsor special class or individual projects. 


They got: 


"Industrial specialists were made 
available to students. For example, 
Alvin C. Turner of Southwestern 
Bell Telephone spoke to a science 
class on “Magnetic Relays.” B. W. 
Berthelot of Phillips Petroleum 
spoke to an advanced physical sci- 
ence class on “Water Flooding 
and Secondary Recovery.” Dr. Al 
Kidwell, geologist for Carter Oil 
Co., spoke to a chemistry class on 
“Geo-Chemistry.” 

These are only a few of many 
examples where industry has furn- 
ished top ranking speakers. These 
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men were invited to lecture on their 
particular subjects in order to sup- 
plement the regular school textbook 
and laboratory work done by the 
students studying in these areas. 
Other specialists were invited to 
speak for a different reason. Under 
an aid-to-education project carried 
out by the youth groups division of 
the Chamber of Commerce Petrole- 
um Information committee, some 
1,700 high school chemistry and 
physics students submitted lecture 
topic suggestions to their teachers. 
Here are some of the lectures that 


were given as a result of this ac- 
tivity. 

Paul L. Lyons, Sinclair Oil and 
Gas Co.—Implications of the Geo- 
physical Year. 

H. F. Bell, the Texas Co.—Petro- 
Chemicals and their Future. 

Dr. J. Homer Jones, Pan Ameri- 
can Petroleum Corp.—Our Energy 
Sources. 

B. V. Prather, D-X Sunray Oil 
Co.,—Science Careers. 

These men, among others, spoke 
to 1,700 students at Central High 
School. All of the lecturers allowed 
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DEMONSTRATIONS 





Research chemist Dr. Robert Froning explains progress of an experime 


nt he is helping Edison High School chemistry stu- 





dents undertake. Dr. Froning was invited to work with the class by Mrs. Katherine Jones, (right) the classroom teacher. 


ample time for a lengthy question- 
and-answer session at the close of 
the prepared speech. 

A great deal of work with clubs, 


individual guidance conferences 
and special projects was handled 
through the Thirty Hour Club (see 
box page 54). This group of Tulsa 


The teachers wanted: 


Technical literature, bulletins and magazines when they were no longer 
needed by business firms. 


They got: 


® Today the Tulsa schools are reg- 
ularly receiving technical literature 
from four major companies: Carter 
Oil Co., Pan American Petroleum 
Corp., Gulf Oil Co., and Sinclair Oil 
and Gas Co. Approximately 300 
technical publications are being 
received from these four companies 
each month. This is in addition to 
the many pieces of literature that 
come in unscheduled from other 
sources. 
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As an example of how this ma- 
terial is scheduled, this is the pro- 
cedure followed by Carter Oil: 

Dr. W. A. Bruce, assistant chief 
of research, has instructed all em- 
ployees to send their publications 
to the company library when they 
are finished with them. The librar- 
ian there sorts the material and 
sends all duplications, via company 
truck, to the science office at the 
Education Service Center. The sup- 


scientists and related professionals 
agreed to donate 30 hours of time 
per year per man to participate in 
aid-to-education programs. 


ervisor of science then divides the 
material and sends it by school 
truck to the five senior high schools. 

A few of the publications now be- 
ing received are: Petroleum En- 
gineer, Machine Design, Petroleum 
Refinery, Pipeline News, Chemical 
Engineering Progress, Mechanical 
Engineering, Consulting Engineer, 
Oil and Gas Journal, Petroleum 
Week, and Construction Methods 
and Equipment. 
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| The teachers wanted: 





Invitations to teachers and selected students to attend certain professional 
meetings when topics to be discussed were of special interest. 


They got: 


= Invitations to attend the monthly 
meetings of the Tulsa Chapter of 
the American Chemical Society and 
the Tulsa Geophysical Society. 

Five Tulsa science teachers were 
invited to attend the Atoms for 
Peace Exhibit held in Oklahoma 
City last summer. 

A special program was arranged 
by the Chamber of Commerce's 
Water Resources and Area Contact 
committees for Tulsa’s secondary 


science teachers. The meeting was 
held at Will Rogers High School, 
with several of Tulsa’s civic leaders 
appearing on the program. Purpose 
of the meeting was to provide cur- 
rent information on Tulsa and east- 
ern Oklahoma’s present water sup- 
plies and potential water resources, 
for presentation before student 
groups. 

Twenty science teachers were in- 
vited to attend the three-day Mass- 


The teachers wanted: 


Tours of laboratories, and processing and manufac*uring plants with fol- 
low-up discussions on what was observed. 


They got: 


= Dozens of companies in Tulsa 
agreed to open their facilities to 
supervised student tours, and to 
provide their own qualified men 
to conduct the tours and explain 
the processes observed. 

Briefly, here is how one of the 
tours is set up: 


Students help teachers 


Students, working with the teach- 
er, make an outline of the things 
they need to see, depending upon 
their particular topic of study. Then 
a request is made, usually to the 
public relations director of the com- 
pany, for a tour which would show 
the things in which the students 
have shown interest. The public 
relations director then plans the 
tour within his own organization 
and works out the details of time 
and transportation with the class. 
Company employees conduct the 
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students through the buildings, ex- 
plaining various processes that are 
seen. A brief explanation of what 
they will see often precedes the 
actual tour and a short resume of 
what has been seen sometimes fol- 
lows it. A typical tour lasts about 
three and one-half hours. 


Favorite tours 


Among the favorites on the list 
of tours are these: Carter Oil re- 
search laboratory, Douglas Aircraft, 
Dowell Inc., D-X Sunray refinery, 
The Texas Co., refinery, Seismo- 
graph Service, Oklahoma Steel 
Castings, Southwestern Bell Tele- 
phone Co., Pan American Petrole- 
um research laboratory, Tulsa City 
Water plant, and the Ozark Ma- 
honing sulphuric acid plant. 

Business education students regu- 
larly visit the First National and the 
National Bank of Tulsa (turn page). 


achusetts Institute of Technology 
conference held in Tulsa. Nine 
MIT faculty representatives and a 
number of nationally known scien- 
tists attended the conference. MIT 
alumni in Tulsa, either individually 
or through their company affilia- 
tions, paid the $15 per teacher fee 
required for conference attendance. 
They also provided tickets for 150 
selected high school students to 
attend some conference sessions. 












































ee | 
The teachers wanted: 


Scientific equipment to be donated by companies. 


They got: 


= Response from Tulsa companies 
was prompt and extensive. Among 
the items already received are: 
Five Geiger counters and pistol 
grip scintillators, donated by the 
Sears Foundation through the local 
Sears, Roebuck & Co. store; 3,000 
mica condensers donated by Pan 
American Petroleum Corp.; and a 
viscosimeter and accessories, carbon 
residue tester, a cloud and pour 


The teachers wanted: 


apparatus, flash point tester with 
accessories, and a Log Log Duplex 
Victor Hyperbolic slide rule, all 
purchased with money donated by 
Dowell, Inc. 

Several companies have donated 
films and filmstrips, and have also 
placed on temporary loan various 
pieces of equipment needed for 
conducting particular experiments. 


Summer employment in fields related to their 


teaching fields. 


They got: 


=» During the one summer since 
Tulsa’s plan began operating, some 
15 teachers worked for local indus- 
try. Pan American Petroleum has 
hired both men and women in the 
exploration, production, process 
and patent divisions of its research 
department. Dowell Inc. and Car- 
ter Oil are among other local con- 
cerns that have hired teachers dur- 
ing the summer vacation period. 


SUMMER EMPLOYMENT 





Three Tulsa teachers who worked in industrial research section during the summer, 


Harold McCord, physics teacher 
at Tulsa’s Will Rogers High School, 
has this to say about his summer's 
work at Pan American: 

“The professional contact was in- 
valuable. It was possible to learn 
the professionals’ methods and the 
way they approach a problem and 
the speed with which they get a 
job done even when there is no 
pressure on them. Seeing how a 





discuss operation of test equipment with a company research technician. 
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TULSA’S MEDICO 
CLUB 


In 1934 the first profes- 
sional aid to students was in- 
itiated in Tulsa. Now in its 
23rd year of operation, the 
Medico Club operated in Cen- 
tral High School, under the 
counselling of Science Teacher 
Aubrey Baer, and with the 
Tulsa Medical Society acting 
as “big brother.” The club 
currently has 60 student mem- 
bers who plan careers in 
medicine, dentistry or nursing. 

Seven prominent doctors 
have spoken to the club so far 
this school year. Coinciden- 
tally, each of the speakers 
graduated from Central High 
School, and was a club mem- 
ber during high school. 


Speakers and their topics 
this year have included: 


Dr. Walter Brown—Radiology 
Dr. Vance Lucas—Chest sur- 


gery 

Dr. Harold Lehevine—Atomic 
medicine and the isotope 
Dr. Harold A. White—General 
surgery 

Dr. Milford S. Ungerman— 
Role of the psychiatrist in 
mental illness 

Dr. John C. Kramer—Diseases 
of children 

Dr. Eugene S. Cohen—Demon- 
stration of a number of diag- 
nostic instruments and appar- 
atus 


In addition to such lectures; 
club members make regular 
tours of Tulsa’s hospitals and 
clinics. Activities such as these, 
added to the lectures given 
by leading local doctors, with 
the opportunity to ask them 
searching questions, give 
Medico Club members an un- 
paralled opportunity to get a 
look behind the scenes and 
discover for themselves what 
a career in medicine, dentistry 
or nursing really means. A 
lot of the pseudo-glamor is 
rubbed off and the real im- 
port of medical service is 


emphasized. 


MANAGEMENT METHODS 
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scientist organizes his work was of 
great 


value to me. Also, these 


friends in industry now want more 
than ever to help the schools. Now 
that I know some of them through 
personal day-to-day contact, I do 
not hesitate to call on them for 
assistance.” 


Other areas 


These are some of the areas in 


which local industry is already aid- 
ing the Tulsa school system. There 
are others. For example, some com- 
panies are making materials for 
display and exhibit purposes avail- 
able to the schools. They are pro- 
viding financial help to individuals 
or small groups or clubs working on 
special projects (sometimes just $10 
is the difference between a pupil's 
completing or dropping an experi- 
ment ). 

On a larger scale, Tulsa compan- 
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Chemistry Teacher John C. Newton, of Webster 
High School, sets up a test on a microphotometer 
in an oil company’s research laboratory. 





D.E. 


In education the letters DE stand for something 
special: Distributive Education. Basically this simply 
means that students go to school for half a day, work 
the other half. School subjects and the work they do 
on the job—are coordinated. Only students who have 
acceptable grades are permitted to participate in 
the DE program. In Tulsa, DE has been in operation 
for 20 years. 

Three of the city’s five high schools have the pro- 
gram, with 105 students participating. 

An advisory committee of 21 representatives from 
downtown and suburban business firms, plus princi- 
pals of the high schools, and other educators, is 
responsible for the program. 

The committee meets twice a year, or as many 
times as special meetings are necessary. Members 
help provide jobs for the pupils enrolled in the pro- 
gram and work with school personnel in suggesting 
the kinds of materials that might be included in the 
classroom work. 

Each Christmas 
classes are set up after school for students who wish 


season pre-Christmas training 


in Tulsa: on-the-job 


training for students 


to work during the shopping rush. Following this 
training, students who have obtained jobs are ex- 
cused from classes for one week preceding Christmas 
(if their scholastic standing is adequate) for work in 
retail stores. This provides a substantial pool of extra 
Christmas help to local merchants and gives students 
firsthand business experience. More than 400 students 
worked in retail stores this past Christmas season. 

The distributive education program is designed 
primarily for students who would otherwise find it 
financially difficult if not impossible to continue their 
studies. 

Ohren Smullian, chairman of the advisory com- 
mittee, appraises the program this way: 

“Distributive education is important for three rea- 
sons: It brings to the schools the thinking of business 
as it affects business training. It dramatizes to the 
business community that business education is being 
provided in our schools and that these students con- 
stitute an excellent source of future talent. It empha- 
sizes to students the importance of the training they 
are getting in school.” 



































ies are either inaugurating or in- 
creasing their activities in granting 
scholarships to students and teach- 
ers. 

While much of the aid to schools 
in Tulsa is science oriented, it is 
not all scientific by any means. 


Printing industry helps 


Help in setting up classes in 
printing has come from the printing 
industry, which has suggested cer- 
tain types of work experiences that 
might be provided as part of the 
regular class work. 

The National Office Manage- 
ment Association has aided in set- 
ting up practical courses in busi- 
ness education with an aim toward 
future employment of business ed- 
ucation pupils in local offices. 

This is what has happened in 
Tulsa in less than one calendar 
year. It is an impressive record. 
The Tulsa Plan is still new—but not 
untried. That it works—and works 
well—is recognized by both indus- 
try and educators. 

That industry is pleased with the 
plan is evidenced by its steady and 
ever-increasing participation. 


Summing up 


The educators’ appraisal is 
summed up by Dr. Mason: 

“Business and industry are giving 
us a type of assistance that has 
invaluable worth. ... They are 
bringing our teachers and students 
a firsthand practical point of view 
of people and organizations work- 
ing directly in the field. By par- 
ticipating in the Tulsa Plan they 
are also encouraging our teachers 
to improve their teaching as they 
become better acquainted with the 
problems encountered by industry. 
Such vicarious experiences as these 
are most necessary in good class- 
room teaching.” 





MORE FACTS 


Note: If you could find extra copies 
of this article helpful in discussions with 
other business executives in your com- 
munity, the editors will be happy to 
send them to you while the supply 
lasts. For a free copy, circle number 
610 on the Reader Service Card, 
bound in the back of this issue. 
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Tulsa's 30 Hour Club 


Fue hours a year doesn’t sound like a lot of time, but Tulsa has 
made that much time pay off handsomely in educational dividends. 
The Thirty Hour Club is made up of engineers, geologists, geophysicists, 
chemists, mathematicians, physicists and other research personnel. It 
was organized primarily to concentrate volunteer personnel in one 
common pool and to make their availability known to all teachers. 


The club has three goals: 

To encourage students to study science more seriously. 

To help teachers improve science instruction. 

To make science a more vital force in the school curriculum. 


Each member of the Thirty Hour Club volunteers to give 30 hours of 
his time during the year to working with students and teachers in his 
own area of specialization. Teachers are urged to use the club’s services 
as they fit into the instructional and counselling needs in their own 
schools. 


The club’s brochure includes not only complete information on its 
activities but also carries an application which may be submitted by a 
prospective volunteer as his registration blank. A flip chart listing 16 
activities is included in the pamphlet and the volunteer is asked to 
check from one to five of the activities in which he prefers to partici- 
pate. Information concerning what each activity requires from the 
volunteer is given in detail. 


Among the activities are: science fair judging, co-sponsoring of a 
science club, speaker at science clubs or assemblies, consultant for 
individual vocational counseling or for project clinics, senior advisor 
to institute of future scientists, consultant to teacher on technical prob- 
lems, speaker for community support groups, industrial liaison service, 
and field trip arrangers. 


A complete file on each club member is kept in the office of the 
science supervisor. A data sheet is kept, showing the member's area of 
specialization as well as related fields of interest. When a teacher 
makes a request for a specialized service, the club member is contacted 
and carries out his assignment. He reports his acceptance of the 
engagement, and logs his time; the teacher also reports that the assign- 
ment has been filled. 


Club members do not confine their service to “spot” assignments. 
For example, nine members are currently meeting one evening weekly 
at Tulsa’s new Edison High School with a group of chemistry students 
engaged in individual and small group experiments. 


Recently the club members proposed that they furnish, from their 
ranks, substitutes for science teachers for a three-day period in March 
to release 10 teachers who plan to attend the National Science 
Teachers convention. During this period club members would give 
special demonstrations and lectures related to their own career work. 


Dr. Scott Walker of Pan American Petroleum Corp., one of the 
forces behind the Thirty Hour Club, is realistically enthusiastic about 
the program, explaining that the success of the club is in some degree 
due to the almost complete lack of organization. 


“You get some ideas that fail simply because they are over-organ- 
ized,” he says. “We don’t organize; we just stand ready to help 
whenever the schools call on us. It’s just another example of ‘a little 
adding up to a lot.’ ” 
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Is your package doing 
its total job? 


Here are six case histories of consumer product packages 


recently redesigned with profitable results. Even if far re- 


moved from product area, these cases—and the thinking 


that went into them—will help you evaluate the effective- 


ness of your own packages. 


PART |: This is the first of two articles on packaging. This month we deal with 


consumer product packaging. Next month a similar article will appear detailing 


ways to improve packages of industrial products. 


mes “Wrap it up.” It’s 
a simple phrase but how you do it 
makes lots of difference. 


= A manufacturer introduced a 
clever new toy but sales dragged 
—until a slight adjustment in pack- 
age design caused demand to 
surge. 


=A manufacturer of glassware 
was plagued by shipping costs. He 
studied available new materials 
and changed his container to a 
tough, pliable, lightweight mate- 
rial that cut his transportation 
costs 10%. 

@ The maker of a small but fairly 
expensive home-use tool found 
that dealers resisted displaying 
the product even though it was 
shipped in a container that could 
be ingeniously converted to an 
eye-catching counter display. The 
package-display unit, said the 
dealers, encouraged theft. The 
problem was overcome by rede- 
signing the package so that when 
used as a display, the items could 
be detached only from the back. 


Most profit conscious manufac- 
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turers of consumer products have 
learned the lesson of packaging— 
that a package must do more, 
much more, than simply “wrap it 


up. 

For the manufacturer, it must 
be economical to make, to use, to 
ship, and to warehouse, and it 
must increase sales. 

For the retailer, it must be con- 
venient to display, to store, and it 
must stir the customer to buy—and 
buy again. 

For the consumer, it must be 
easy to identify, easy to handle 
and convenient to keep and use. 

Assuming quality and price of 
your product are right, the think- 
ing that goes into your package 
can spell the difference between a 
large or a small profit, or even be- 
tween profit and loss. A really thor- 
ough packaging program spreads 
out to cover and tie together the 
design of product package, ship- 
ping container, display material 
advertising, and promotional litera- 
ture. 

Because packaging problems 
cross departmental lines, affecting 


DOES IT HAVE 
CONSUMER APPEAL? 





is IT 
ECONOMICAL TO SHIP? 





is IT 
EASILY IDENTIFIED? 
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departments from production to 
advertising, more and more com- 
panies are establishing their own 
packaging committees. Many re- 
tain special packaging consultants. 

To help you make a quick evalu- 
ation of the effectiveness of your 


CASE 1 


Until recently, Startex, a division 
of Spartan Mills, used 172 different 
labels and 43 sizes of shipping car- 
tons to package its line of kitchen 
towels and toweling. Towels were 
folded in a variety of ways to fit 
different containers. Packages bore 
little relation to each other, were 
difficult to identify, to store and, in 
some cases where cellophane was 
used, tended to deteriorate with 
handling. 

The problem: Standardize packag- 
ing; help simplify identification, 


eauey 


own product packages, here are 
six case histories of packages 
that have recently been improved 
—and why. These cases point up a 
variety of packaging problems and 
the solutions adopted to assure 
better sales and fatter profits. 


New packaging provides production economy 


handling, warehousing, inventory. 
The solution: Designer Harry S. 
Lapow coordinated the Startex 
line and today only eight basic 1la- 
bel designs and six sizes of ship- 
ping cartons are necessary. Plastic 
film has replaced the cellophane, 
the standardized labels (incorpo- 
rating a sprightly new “Starbird” 
trademark) are easy to spot by 
warehouseman, sales clerk—and 
Mrs. Consumer. 

Result: Increased efficiency and 
economy. 
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CASE 2 


Getting product attention in the 

average over-crowded hardware 
store requires considerable ingenu- 
ity. J. Wiss & Sons, well-known for 
its line of scissors and_ shears, 
wanted to make its metal cutting 
snips stand out in a situation where 
several brands of snips are apt to 
be displayed together. 
The problem: Achieve immediate 
customer recognition of a brand- 
name product in a difficult retail- 
ing situation. 


CASE 3 


Two years ago, drug maker 
Merck & Co., Inc. launched its first 
product for supermarket sales. The 
product is Fruit-Freeze, which 
protects color and flavor in fresh, 
frozen and canned fruits. Merck 
packaged the new item in the same 
kind of stock amber jars it uses 
for many of its drugs. A dozen jars 
were packed in a corrugated con- 
tainer that carried a five-point list 
of instructions to make it “easy” 
for the retailer to assemble as a 
display case. It soon became pain- 
fully obvious that packaging tech- 
niques appropriate for drugs were 
inappropriate in supermarkets. 


The problem: Design a package 
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The solution: Designer Lester 
Beall, working with Wiss’ mer- 
chandising department, developed 
a two-part package comprising a 
carton for shipment and _ storage, 
plus a wrap-around sheath which 
remains on the product when it is 
displayed outside of its package. 

Both the carton and the sheath 
bear a striking design in brilliant 
red, white and black. All sides of 
the carton carry the Wiss name 


and one side offers information 





Striking red, white and black design 

helped Wiss products to stand out when 
displayed with products of other manufacturers. 
Double package helps identify Wiss snips 


on shelf or counter. 


Strong brand identification achieved through surface design 


about the construction and usage of 
the snips, and lists other Wiss prod- 
ucts. The sheath, too, carries the 
Wiss name and product informa- 
tion. To insure that the snips will 
be effectively displayed against a 
favorable background, the red 
sheath extends behind the snip 
handles. An added bonus: the new 
paper packages actually cost less 
than former metal-bound cartons. 


Result: New distinction for familiar 
brand. 


Package reduces labor and freight costs; aids sales 


cx aia 
Prucit-Freeze 
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which will reduce freight costs, cost 
of labor at the loading point, and 
compete in crowded supermarkets. 
The solution: An outside firm, 
Peter Schladermundt Associates, 
was called in. Substituting screw- 
top cans for the amber jars solved 
a variety of problems. Instead of 
the former paper labels wrapped 
around the breakable jars, all de- 
signs and copy are printed directly 


CASE 4 


Avon Products, Inc. sells cosmet- 
ics only through representatives 
who visit women in their homes. 
Thus Avon products—and _ their 
packages—do not have to compete 
on the supermarket or drugstore 
shelf. Packages need not be stri- 
dent, eye-catching, bold. Capital- 
izing on this fact, Avon has long 
used a color scheme of pink, white 
and gold for its cosmetic products. 

Proof that this system is best— 
for Avon—is seen in the company’s 
experience with Avon-Net, a liquid 
hair spray. First introduced when 
hair sprays were still comparatively 
new and something of a gamble, 
Avon decided to keep package 
costs low by using stock aerosol 
cans with wrap-around labels. In 
designing the paper label, the firm 
felt that women had become so 
accustomed to boldly packaged hair 
sprays that it could utilize simple 
lettering and bright colors. Al- 
though the product itself proved 
excellent, it sold only moderately 
well. 


The problem: Redesign the Avon- 
Net container to blend with the 
semi-social conditions under which 
it is sold. 


The solution: Avon enlisted de- 
signer Margery Markley who, 
working with Avon’s own art di- 
rector, Max Rogers, chose again 
the traditional pink, gold and white 
colors and produced a “blossomy, 
feminine and sweet” package. Stock 
aerosol cans are still the basis of 
the package but the new design is 


on the cans. Predominant colors are 
bright red and deep blue-green 
against a white background. Copy 
is compactly positioned on one side 
of the can, leaving an uncluttered 
display area on the other side. The 
shipping carton, die-cut from a 
single piece of coated stock be- 
comes a display unit the minute it 
is opened; no gluing and no elabo- 
rate instructions are necessary. 


Package designed for unique retail situation 


lithographed directly on the cans. 
Using a net pattern superimposed 
over a variation of Avon’s floral 
trademark, the design implies the 
use of the product itself. 
Although Avon’s representatives 
carry some samples into the homes 
they visit, a great many products 
are sold from color photographs. 
Thus each and every Avon item 


Shite wair g ehh 





Merck reports that every 72-can 
shipment of Fruit-Freeze weighs 
eight pounds less than the same 
quantity did before repackaging, 
a weight loss that is reflected in 
lower freight costs. Retailers are 
more receptive to the product be- 
cause it is easier to handle and 
makes a striking display. 


Result: Savings with sales appeal. 


must be packaged photogenically. 
The new Avon-Net package meets 
that requirement and looks like 
what it is—a cosmetic preparation. 

Avon's own representatives pre- 
fer the new containers, and pass 
their enthusiasm on to customers, 
who buy and buy again. 


Result: Retailing requirements were 
met. 


Traditional pink, gold and white were 
retained in Avon’s new hair spray 
container but net pattern superimposed 
over floral trademark produced a 
more salable feminine effect. 
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CASE 5: 


New packaging concept increases sales 





Like its competitors, Tung-Sol 
Electric, Inc., packed its automo- 
tive bulbs in cartons which were 
generally hidden away on dusty 
service station shelves. Station at- 
tendants found the packages in- 
convenient and felt that replacing 
bulbs was a nuisance. 


The problem: Devise a method of 
packaging bulbs that would make 
it easier for the service station at- 


CASE 6 


The Kretschmer Wheat Germ 
Co., in an effort to create wider dis- 
tribution, has just launched its most 
ambitious advertising campaign. 
At the same time, and as part of the 
campaign, the company introduced 
a new package. The new design 
involves changes in only the label 
and the cap, but because packaging 
and advertising program are co- 
ordinated, the effectiveness of one 
is enhancing that of the other. 


The problem: Design a label to 
stand out in competition with other 
cereal products on a national level. 
Relate it to advertising. 


The solution: Frank Gianninoto 
and Associates first designed a new 
logotype. Basic color of the label 
was shifted from an undistinguished 
dull red to a brilliant vermillion. A 
bowl of wheat germ on the bottom 
of the label cleverly incorporates 
that portion of the product visible 
through the jar into the design itself. 
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tendant to sell Tung-Sol bulbs than 
any other brand. 


The solution: A clear plastic com- 
partmentalized container, devel- 
oped by Design Associates Ltd., 
holds 100 bulbs of varied sizes— 
and prominently displays the Tung- 
Sol name. Easy to open, the con- 
tainer can be (and usually is) 
placed in a readily accessible lo- 
cation. The station attendant can 


Packaging integrated with advertising program 





Tied in with a national advertis- 
ing campaign, Kretschmer’s new 
package design provides a visual 
link between media advertising 
and the supermarket shelf. The 
20-year-old product, formerly pro- 
moted on a minimal basis, is ready 


quickly secure the: bulb he needs 
or if uncertain of the sizes required 
can carry the entire lightweight 
unit to the waiting car. Because the 
contents of the container are visi- 
ble, he can maintain an adequate 
supply on hand at all times. 


Result: Since the adoption of the 
new package, Tung-Sol sales have 
jumped 280% and its share of 
the market has increased by 100%. 


KRRewTONMMER: 


wheat 


to compete on a national level. 
Together, the stepped up ad cam- 
paign and striking package will 
serve to introduce an important 
product into the home. 

Result: New package helps adver- 
tising campaign. m/m 
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your company is judged 




























Cole Steel Equipment Co., Inc. ¢ 415 Madison Ave., New York 17, N.Y. 


by the office you keep! 


Cole Steel offices have a personality that 
radiates friendliness plus efficiency... . 
Scientifically engineered construction, 
handsome styling . . . consideration for 
comfort ... are all combined in Cole 
Steel Office Equipment. Cole Steel fur- 
niture is America’s top selling brand... 
its low initial cost, minimum upkeep, 
and enduring beauty make it the great- 
est dollar value in steel office furniture. 


COLE 


Send for our latest catalog 


© COLE-STEEL® 


Canada: 329 Dufferin St., Toronto, Ont. 
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thought starters 


Thought Starters deal with “practical solutions to administrative problems.” 
The editor invites contributions—which are paid for at our normal space rates. 


SAFETY 


Darkness experiment 
highlights safety 


Vision, Inc. tells about a unique 
plan which dramatizes the impor- 
tance of safety to industrial em- 
ployees. Under this experiment in 
darkness, thousands of workers in 
such plants as General Motors, 
Rohm & Haas and American Cya- 
namid have experienced what it is 
like to be blind. 

The dramatic “Let’s Pretend” 
safety training program was con- 
ceived for National Foremen’s In- 
stitute by E. F. Chittenden, safety 
director, General Quartermaster 
Depot, Columbus, O., while he was 
temporarily blinded by an acci- 
dent. 

In total darkness, trainees listen 
to the recorded words of Mr. Chit- 
tenden and try to perform the daily 
routine of a blind man with the 
ordinary items provided in the 
“Let’s Pretend” kit. Firms that have 
tried the plan all report marked 
response by employees. It makes 
them realize the cost of accidents 


can be loss of sight or hearing, 
amputations and_ paralysis. It 
makes them conscious of protect- 
ing eyes, hands, feet—being safe 
in everything they do. 

For more information, circle num- 
ber 625 on the Reader Service Card. 


COPYING 


Portable Kodak copier 
priced under $100 


Here's a new Kodak copying 
machine that not only costs less 
than $100 but is portable, too. It 
weighs just 14 pounds, complete 
with carrying case. (See photo. ) 

This Verifax Bantam Copier 
makes five copies in 60 seconds 
at 24¢ a copy. Ideal for “point of 
need” copying, the unit will 
amortize its $99.50 cost in one 
month if used to reproduce 20 orig- 
inals daily, the maker claims. 

Compact, 134” x 17%”, this 
budget machine produces the same 
photo-exact copies, Eastman 
Kodak states, as the larger and 
more expensive Verifax models. It 
can be used to copy anything from 


Low cost unit makes fast copies at 2’2¢ each. 
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How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


yy Gives Graphic Picture —Saves Time, Saves 
Money, Prevents Errors 

yx Simple to Operate—Type or Write on 
Cards, Snap in Grooves 

yy Ideal for Production, Traffic, Inventory, 
Scheduling Sales, Etc. 

yy Made of Metal, Compact and Attractive. 
Over 250,000 in Use 


Full price $4g5o with cards 


24-PAGE BOOKLET NO. M-500 
FREE Without Obligation 














Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street ®© New York 36, N. Y. 
(For more information, see last page) 





FOR ALERT 
EXECUTIVES 


The base of an office chair car- 
ries the load and takes the hard 
knocks. People kick it, scrape it, 
bump it and grind sand into it 
with their feet. No wonder the 
ordinary base looks shabby even 
in a few weeks. 

You could save money if you 
could buy office chairs with 
bases that would never need re- 
finishing and never wear out. 
Sturgis office chairs with fiber 
glass bases cost no more than 
most ordinary chairs. The Sturgis 
fiber glass base is unbelievably 
strong and tough. It will never 
need to be refinished because 
there is no finish to scuff off. In 
short, it will never wear out. 
When it gets dirty wipe it off 
with a damp cloth and it will 
look Lke new. 

Write for a folder showing 33 
models of Sturgis chairs, 15 with 
fiber glass bases. Hundreds of 
smart, modern color combina- 
tions are available. 

The Sturgis Posture Chair Com- 
pany, Sturgis, Michigan. General 
Sales Offices, 154 E. Erie Street, 
Chicago 11, Illinois. 











(For more information, see last page) 
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telegrams to line drawings, from 


typed production 


schedules to 


penned or pencilled sales reports. 


For more information, circle num- 


ber 612 on the Reader Service Card. 


TRAVEL SERVICE 


New service arranges 
overseas journeys 


A new itinerary planning service 


for business executives travelling 
abroad is available through the 
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facilities of Pegasus International 
Corp. 

Under this plan, an executive 
just notifies the local office of the 
planning firm of the purpose of 
his trip and the type of plants he 
wants to visit. Pegasus then for- 
wards this information to its 
branch in the foreign country, and 
a complete itinerary is arranged 
prior to the executive's arrival 


overseas. Appointments are set up 
for him, hotel reservations made 
and interpreters furnished where 
needed. 





NOTICE 


to all Traveletter users... 


Traveletter has a solution to the tax 
problem — on sales expenses and 
deductions. 


To all users of The Traveletter Sys- 
tem for handling sales and travel ex- 
penses, Traveletter is issuing (at no 
added expense) expense forms* in du- 
plicate (with carbons). 

The use of these forms will solve 
many problems for your accounting de- 
partment and give each salesman and 
traveler a duplicate of his expense re- 
port . . . which he will need in making 
his income tax return. The new Income 
Tax ruling will require each salesman 





to file a report of reimbursed expenses 
starting March, 1959, which means that 
he must start now, in 1958, to keep a 
record of these reimbursed expenses. 


P.S. To companies not now using The 
Traveletter System for reimburs- 
ing traveling personnel 


Perhaps the use of The Traveletter 
System for reimbursing your sales and 
traveling personnel can help ease the 
situation for you .. . as it has for hun- 
dreds of other companies. A descriptive 
brochure will be sent on request. 


* Applies to only standard “C” form. 








TRAVELETTER CORPORATION 


Traveletter 


The Modern System for handling 


Travel Expenses . .. Since 1894 


DESCRIPTIVE BROCHURE ON REQUEST 


* GREENWICH 4, CONNECTICUT 


(For more information, see last page) 


Complete office facilities are also 
provided in the foreign city, in- 
cluding space for conferences, dic- 
tating machines and even secre- 
taries. 

For more information, circle num- 
ber 611 on the Reader Service Card. 


ADMINISTRATION 


New firm handles 
mergers and sales 

Diversification Consultants, Inc. 
is a new financial service offering 
confidential counsel to businesses 
interested in mergers, acquisition 
or sale of companies and products. 

Affiliated with George Fry & 
Associates, corporate services han- 
dled by this firm include prelimi- 
nary planning prior to a sale, ac- 
quisition or merger, establishing 
necessary criteria for diversification 
programs, developing and screen- 
ing acquisition prospects, feasibil- 
ity studies and analyses of financial 
needs. It will also provide confi- 
dential representation or guidance 
in actual negotiations and selection 
of most suitable financing plans 
and aid in obtaining capital. 

For more information, circle num- 
ber 624 on the Reader Service Card. 


Dictating machine 
also hi-fi recorder 


The new Geloso Hi-Tone tape 
recorder offers the combined uses 
of a dictating machine and a “true 
fidelity” tape recorder. Made in 
Italy and marketed in the U. S. by 
American Geloso Electronics, Inc., 
the Geloso tape recorder is priced 
at $179.95. Weighing only about 
7% pounds, it is the size of a clock 
radio. 

The company says the machine 
records or plays for two hours with- 


| out changing tapes, and recording 
_ can be played back either through 
_ its own speaker system (with a 


frequency response of §80-6,000 
CPS), or through an external hi-fi 


_ amplifier. 


| telephone conversations, 


Uses suggested for management 
are regular dictation and transcrib- 
ing functions and, as with any 
other tape recorder, recording of 
confer- 
ences, field research, interviews, 
radio programs and the like. Acces- 


| sories include a six or 12-volt power 
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A whole week’s work 


now takes us just 4 hours... 


with this new Ozalid One-Writing method 
for all accounting reports ! 


= 
IT STARTED ONE DAY LAST YEAR— 
THE PRESIDENT CAME INTO MY OFFICE... 


| WE'VE GOT TO DO SOMETHING ABOUT WEEKLY ACCOUNTING 


REPORTS. COPIES ARE GETTING up TO MANAGEMENT hae sod LATE. 
F.{ I THINK I'VE GOT THE ANSWER. 


| LET ME EXPLAIN. 


RECORDS. 





YES. THEY'RE A LOT MORE ACCURATE, 


A FEW MONTHS LATER. TOO. AND WE SAVE HOURS OF TYPING. 


''M GLAD TO SEE WE'RE NOW 
* GETTING THOSE REPORTS ON TIME. 


Lowest Cost Per Copy 
Ozalid Direct Copying ends wasteful “repeat writing” 
every department...makes dry, perfect copies in seconds. 
And a letter-size sheet of Ozalid paper costs you less than 
a penny —lowest cost per copy of any copying process. 


OZALID 


DIRECT |COPYLSYSTEMS 
7CUPY / 


A Division of General Aniline & Film Corporation 
In Canada: Hughes Owens Company, Ltd., Montreal 


EACH OF THESE THREE GIRLS SPENDS A GOOD PART 
OF EACH WEEK TYPING ACCOUNTING REPORTS AND 
. THE WEEKLY SALES REPORT, FOR EXAMPLE. 


THE JOB IS REALLY A BREEZE NOW. IT 
ONLY TAKES ME 4 HOURS A WEEK. 





BUT IF WE USED THE OZALID DIRECT COPY 
SYSTEM, WE'D ELIMINATE ALL THIS TYPING. ONE 
GIRL COULD DO THE JOB IN A LOT LESS TIME. 


THE PURCHASING DEPARTMENT LIKES OURS 
SO MUCH, THEY'RE PUTTING IN THEIR OWN 
+ OZALID SYSTEM. 


Ozalid, Dept. T-3 
Johnson City, N. Y. 


Please send more information on Ozalid one-writing 
systems for these departments: 


[ | Purchasing [] Order-Invoicing ba Accounting 
— roe — : " mgs : 
e® Receiving [] Production Control [] Engineering 
Name 

(PLEASE PRINT) 
Position 
Firm 


Address 


0 ¢, 


‘eames. 


ca wins ca wes ane ib stn sm th Se ies al 


(For more information, see last page) 
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pack that makes the Hi-Tone suit- 
able for use in planes, trains, cars 
and boats. 

A dual-track, two-speed machine, 
its functions—record, rewind, play- 
back and stop—are controlled by 
four push buttons. There are also 
connector jacks for external speak- 
ers or amplifier. The unit comes 
complete with carrying case that 
accommodates recorder, tapes, ear- 
phones, cords and desk microphone 
with an effective pick-up range of 
30 feet. 

For more information, circle num- 
ber 606 on the Reader Service Card. 


Lightweight calculator 
machine fits briefcase 

A new 10-key calculator that 
weighs only six pounds and is small 
enough to fit into a briefcase is now 
on the market. Manufactured by 
the Bohn Duplicator Corp. of New 
York, the machine, the BDC Con- 
tex, is scheduled to retail at $12 
Although manually operated, the 
Contex has no “handle”, is actuated 
by a bar similar to those of electric 
machines. It has a capacity of 10 
digits entered, 11 total. It will add, 





the widest selection of 
TRANSLUCENT MASTER PAPERS 
for WHITE PRINTING is now available from 


ONE SOURCE 


subtract, multiply and divide. Sub- 
totals are shown at every step and 
subtraction is direct. Developed to 
provide a calculating machine at a 
price that could justify its use on 
almost every desk, the Contex is 
also suitable for field work. Highly 
portable, it measures only 10 in. x 
7 in. x 3% in. 

For more information, circle 605 
on the Reader Service Card. 


LIGHTING 


Device measures daylight 
and controls lighting 


A control system, developed by 
Minneapolis-Honeywell Regulator 
Co., automatically measures incom- 
ing daylight and turns electric 
lights on or off as needed to main- 
tain illumination in work areas. 

The lighting engineer divides 
the building into exposure zones so 
all rooms in any zone will have 
the same lighting requirements. A 
phototube measures the amount of 
daylight entering each zone and 
operates a switching motor which 
decreases or increases _ electric 
lighting in three or more stages. 


delay timer on the motor pre- 
vents brief, unnecessary dimming 
of lights during intervals between 
passing clouds. 

Minneapolis engineers figure the 
system costs about $600 a zone. A 
typical 20,000 square foot building 
would have about five lighting 
zones. The system can be used to 
control either fluorescent or incan- 
descent lights. The engineers find, 
however, that automatic dimming 
is less expensive with incandescent 
lamps. 

For more information, circle num- 
ber 626 on the Reader Service Card. 


SALES 


Market check list 
offered to presidents 
Presidents who want to evaluate 
their marketing program will find 
the “Presidential Marketing Audit” 
a useful tool. With this guide, 
strengths and weaknesses of sales 
efforts can be quickly detected. 
Steltenkamp-Wilson &  Associ- 
ates, marketing consultants, have 
analyzed their market audit experi- 
ence and translated it into a sim- 





HOW MUCH to make or buy 
WHEN to make or buy it 


. . 
a practical man’s 


approach to 


ECONOMICAL PURCHASING 








ERNE 


isis 


Now, the production-purchasing man has his own guide to mathematical 
inventory control — written by an author who talks his language. This 
is the first and only book on the subject designed for the man who 
must do the job himself. It is not a text book — nor is it a theoretical 
study. Instead, it plunges directly into the heart of your problem — 
HOW MUCH to make or buy and WHEN to make or buy it. 


SCIENTIFIC INVENTORY CONTROL 


by W. EVERT WELCH, Director of Purchasing, 


Aeronautical Division, Minneapolis-Honeywell 


168 pages, 82 x 11, illustrated, $12.50 
This book shows how modern business mathematics can give you the 
answers to “how much to buy” and ‘‘when.” But you don’t have to 
be a mathematician to read and use it. 86 easy-to-understand tables 
and figures lead you by the hand through proved-in-use formulas that 


are now being used to control inventory in dozens of well-managed 
> = Ed firms. 


13 Ib. (bond weight) to card stock USE THIS COUPON TO GET A FREE 
(heavy ledger) 10 DAY EXAMINATION 


White printing is one of the most popular direct copy 
methods in use to simplify invoicing, shipping, accounting, 
production, purchasing, inventory, etc. To produce 

clear copies (at the desired speed), each application requires 

| the careful selection of the correct translucent 
original papers. The already famous Pata-Trace translucent 
line of papers has recently been supplemented with 

| the Masta-Trace group of translucent originals, providing 
business and industry with the widest selection 
of papers with these plus features. 


LEI 





















All sulphite to 100% rag. LS SS SS GS EEN GEES GES ED SE GENES GE SND GEES GENES GENE SEES SERED GED GEE GD SS SS 
Translucent to transparent. Management Publishing Corp. | 
Single or two process | Room 258, 22 West Putnam Ave., Greenwich, Conn. 

. 4 ‘ P m | Please send me a free-examination copy of SCIENTIFIC INVENTORY | 

Medium to highest printing speeds. | CONTROL. At the end of 10 days, I will either return the book, without | 

paying any money, or send you my check or money order for $12.50. 

it pays to investigate | Name.. : 

write for brochure and samples. virm om | 
| Street Address 
| - ciel as 

mene PRODUCTS CORP. | city and state .: 

Bill me Bill my company 
METUCHEN, NEW JERSEY Lemme ee 


(For more information, see last page) 
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copy anything » 
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LETTERS, INVOICES 





































ety 
RECEIPTS, CHARTS, BLUE PRINTS } 
BIDS, PHOTOGRAPHS 


REPORTS, QUOTATIONS, ETC. 








NEW ALL-ELECTRIC 






THE 


DIAL-A-MATIC 


Instant photocopies of anything written, 
printed, typed, drawn or photographed— 
right in your own office 


So fast... so convenient...so easy! Exclu- 
sive ‘Magic Touch” dial control assures per- 
fect black-on-white copies of anything every 
time. Clear sharp copies from any original up 
to 15” wide, any length or color on opaque or: 
transparent paper—printed on one or both 
sides. Made of stainless steel, it is handsome, Nisied by 
compact, and light weight. Offers hundreds Charlea E. Jones & Assoc. JUST TURN THE DIAL 
of time and money saving uses for every busi- 
ness at a price well within the budget of even 
the smallest firm. adjustments to copy anything 


It automatically makes all 





Have you read this SM.38 


American Photocopy Equipment Co. 







New 1920 W. Peterson Ave., Chicago 26, Ill. 

F Rush me, without obligation, your new free book on the improved all-electric 
ree Apeco Dial-A-Matic Auto-Stat. I understand this book explains office 

Book? photocopying applications in detail and shows how my business can greatly 


benefit by the use of this modern copy-maker. 

















For your free book Company. Type of Bus. 
tear off and mail this 
Air Mail Postage Paid Address 
reply card today. 
City. Zone State 
Individual Title 








American Photocopy Equipment Co. 


1920 W. Peterson Ave., Chicago 26, Ill. In Canada: Apeco of Canada, Ltd. 134 Park Lawn Rd., Toronto, Ont. 








the all-purpose 
copy-maker 


DIAL-A-MATIC 


Find out how you can save time and money by speed- 
ing production . . . by cutting costly office paper work 

. by expediting shipping and receiving—plus 
hundreds of other ways of increasing the efficiency 
of your business with Apeco Auto-Stat copying. It’s 
all in this new free book. Send for your copy today. 


Have you read this 
NEW FREE BOOK? 


16 full color pages to tell 
you how you can use the 
Apeco Dial-A-Matic Auto-Stat 
in your business. 


First Class Permit 
No. 26670 
(Sec. 4.9P.L. &R.) 
Chicago 26, Il. 


GET YOUR FREE BOOK 


6¢ postage will be paid by— 


AMERICAN PHOTOCOPY EQUIPMENT CO. . . 
Mail this Postage Paid 


1920 W. Peterson Ave. * . 


Chicago 26, Ill. Air Mail Reply Card Today! 




















plified “do-it-yourself” check list. 
The audit, offered to presidents 
only, presents 10 to 15 questions 
each on five phases of marketing— 
planning, leadership, direction, 
control, and sales management. 


For a free copy, circle number 628 
on the Reader Service Card. 


Guide for planning more 
effective sales meetings 


New 15-minute sound-slide- film 
in color tells how to plan and train 
others to run successful sales meet- 
ings. Produced by American Train- 
ing Films Co., the guide includes 
instructions on how and where to 
use audio-visual aids and audience 
participation devices. 

Accompanying the film is a lead- 
ers guide book and work sheets 
that give further pointers on how 
to get the most good from low- 
budget sales meetings. 

For more information, circle number 
623 on the Readers Service Card. 


TRAINING 


Decision-making 
topic of closed TV 


Last month 12 top management 
men used closed circuit television 
to present latest scientific findings 
on more effective decision-making 
by supervisors. Sponsored by Tele- 
Clinics, Inec., the discussion cli- 
maxed a three-night training pro- 
gram On management supervision 
telecast to 62 cities in the US and 
Canada. The clinic was arranged 
because of the crucial need for top 
flight supervision in the current 
battle of lower costs, increased 
productivity, sales and profits. 

Factors in making speedy and 
accurate decisions were analysed 
to be of practical use for anyone 
who supervises others. At the end 
of each session, individual skill 
scoring sheets allowed the 200,000 
viewers to compare personal de- 
cisions with those made by the ex- 
perts. 


PUBLIC RELATIONS 
Glidden Co. sets up 
college scholarships 


The Glidden Co. Merit Scholar- 
ships have been established for an- 
nual award to four outstanding 
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/ NEW 
/ Instant 
2 Electric 
Clearance 










‘“s NEW 
Customatic 
Key Control 









NOW...EvEN LOWER-COST a 
FIGURING WITH THE NEW aa 


Omptometer 
ustomatic 


WITH NEW SPEED-UP FEATURES 


It’s the cost per calculation that counts! The Customatic Comptometer’s famous 
features, augmented by new advancements, enable you to get more and better work 
done, at still less cost. 


New Customatic Key Control. Instantly sets to individual touch. Built-in floating 
action stops finger-fatigue. 


New Instant Electric Clearance. Touch the bar—dials are instantaneously cleared. 


New Eye-ease colors—and all the other famous Comptometer features: Accuracy 
Key—insures complete registration; giant-size, easy-to-read numerals; Direct-Action 
Keys for speedy answers (no intermediate operations); and many others for greatest 
operating ease, economy and time-saving efficiency. 


Let us prove this in your office FREE. 


Now lease any Comptometer business machine on a nationwide leasing plan through 
Comptometer offices. 







COMPTOMETER CORPORATION 
1712 N. Paulina St, Chicago 22, Iinois 


C Arrange free office trial for me on: 
Send me literature on: 
() Comptometer Customatic 
(1 Comptometer Comptograph “220M” 
C) Comptometer Commander 








RDI wcccicennccodicenpcdniincenniciae mies 
a 
Comptometer Comptograph “220M” — Comptometer Commander — insures ac- 
with new multiplication key — more curacy in dictation. Lifetime Mag- Address___ Pee TS tee 
features than any other 10-key netic belt saves far more than ma- 
listing machine. Mail coupon. chine costs. Try it today, FREE. 1 oo el ee 


(For more information, see last page) 
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NOW... select any record 





* vith DIEBOLD 
SUPER ELEVATOR FILES 


7 sizes tailored to your volume 
from tab cards to M.1.B. records 


For silent mechanized mass-record handling, Diebold Super 
Elevator Files have no equal. They... 

© Deliver any record to operators’ finger-tips within average 
of 3-seconds. 

Provide from 518 to 5,750 filing inches per model. 

No transcription of records necessary. 

Accommodate records on any grade of paper. 

Eliminate major causes of operator fatigue. 

Reduce absenteeism. e Improve employee morale. 
Reduce time and space costs up to 50%. 

For complete information . . . including case histories show- 
ing investment write-offs in 5 to 18 months . . . write today. 
DIEBOLD, INCORPORATED, Canton, Ohio. 


[ Diebold, Incorporated — 
Department OE-93 ¢ Canton, Ohio 
Please send complete details 25 


about Super Elevator Files. 








Firm % _— scshianess Ee 
Individual ; Pe ee _— 


Street ‘ siasedi selon 


EQUIPMENT 





SERVING BUSINESS FOR 99 YEARS 












high school seniors residing in any 
county in the U. S. where the com- 
pany maintains a plant or office. 
They will go to young men who 
plan to study chemistry, chemical 
engineering, business administra- 
tion or liberal arts. 

The amount of the scholarship 
will in each individual case be de- 
pendent upon need, but can cover 
a maximum that will include full 
costs of tuition and living expenses 
over the normal four-year academ- 
ic period. In addition, the company 
will award supplemental cost of 
education grants to schools attend- 
ed by Glidden scholarship win- 
ners. 

The scholarships will be admin- 
istered by the National Merit 
Scholarship Corp., an independ- 
ent, non-profit organization whose 
purpose it is to devise and adminis- 
ter a nationwide system of schol- 
arships for higher education. 


PROCEDURES 


Do your records cost 
too much to maintain? 


It may cost your company as 
much as $389.06 a year to maintain 
a four-drawer filing cabinet, re- 
gardless of the nature or value of 
the papers it holds, according to a 
survey made by Record Controls 
Inc. of Chicago. 

The cost figures were provided 
by a score of businesses of various 
tvpes. The $389.06 total is the re- 
sulting average. It covers costs of 
space, cabinet amortization, sup- 
plies, carrying charges, a clerk’s 
salary, maintenance and_ super- 
visory costs. Biggest item, of course, 
is the clerk’s salary, about $208 for 
the year. Amortization amounted to 
$10.50, space at $23, supplies to- 
talled $34, carrying charges were 
$10, maintenance, $20, plus $82 in 
supervisory costs. 

Chief cause of these high costs, 
says Record Controls, is the lack of 
any plan of record retention and 
destruction. Current files. in many 
companies are often jammed with 
useless records that could be de- 
stroyed. Periodic “microscopic in- 
spection of the files can reduce 
filing space and raise the efficiency 
of the file room to that of the pro- 
duction line without taking money 
from the company’s budget. 
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How to create a 


COMPANY PERSONALITY 


Some firms show only a cold corporate facade, and some confuse the 


public by displaying a split personality. But other companies have found 


ways to radiate the kind of positive, constant character that wins 


sales. How they do it is revealed in these pointers and case examples. 


mums Architect Frank 
Lloyd Wright says the secret of 
good personal grooming is atten- 
tion to extremities. He says a man 
can project his personality by be- 
ing careful about details like shoes, 
cuff links, hat. 

The same holds true for a busi- 
ness firm. Attention to details can 
create the kind of company per- 
sonality that builds corporate stat- 
ure and attracts customers. A 
legion of little things—as well as 
the big, obvious ones—can bolster 
or dissipate a company reputation. 

A good company personality 
doesn’t just happen; it must be 
planned. For example, consider 
what IBM Corp. has been doing 
in recent years. In every possible 
way, from the refinement of its 
trademark to the design of its sales 
literature and the architecture of 
its new plants, IBM has projected 
a modern corporate character. 

The first step in creating such 
a character is to take a long, level 
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By David Finn 


Ruder & Finn, Inc., New York 


look at what your corporate self 
should be. Should your organiza- 
tion, like Wright, typify the icono- 
clast? Should it be sophisticated or 
home-spun, practical or imagina- 
tive, conservative or colorful? 

Once you have predetermined 
a company character, the next step 
is to make sure you dont reflect 
a split personality. Consistency is 
vital. If your letterhead has a for- 
ward look while your annual re- 
port presents a Victorian air, you 
will have trouble forming a clear- 
cut corporate image in the public’s 
mind. Only by repeating a single 
image in everything you do can 
you project the kind of personality 
that will be remembered. 

There are endless places where 
your company personality is on 
parade. Here are examples of just 
a few of them. 


Start with what you sell 
Your product itself can display 
an appropriate and_ distinctive 


quality for your company. It can 
be designed to reflect economy or 
luxury, glamor or _labor-saving, 
ruggedness or style. Olivetti type- 
writers have been designed with 







Lever House in 

New York is part 
of the company 
character. 








































































visual impact primarily in mind. 
Because of the emphasis on style, 
a glance gives a positive impres- 
sion of the company itself. 

Not only a product but also its 
package can project a planned 
personality. With many firms, im- 
pulse buying has been the sole 
criterion of package design. These 
firms overlook attitude building, 
and the job of creating customer 
loyalty for the product and the 
company. The package can, how- 
ever, be made to both sell a pro- 
duct and say something positive 
about the company that makes it. 


Where you live 


Even before the handshake, peo- 
ple are welcomed—or repelled—by 
where your company lives. Does 
your building say the right things? 

All companies, of course, cannot 
live in startling skyscrapers and 
precedent breakers like the Lever 
House on New York’s Park Ave- 
nue. But regardless of your cir- 
cumstances, your building, your 
reception room, your offices and 
your plant can be made _ to 
strengthen your corporate image. 

An extreme example makes clear 
that startling, expensive architec- 
ture is not necessarily the answer, 
and certainly not the whole an- 
swer. A brand new aircraft plant 
was due for an inspection visit by 
a high military official. All had 
been made ready. But the official, 
it turned out, was a gardening en- 
thusiast. As the company president 
escorted him up to the impressive 
entrance of the new building, the 
official stopped short and, with a 
tinge of annoyance in his voice, 
called attention to the dry, hard 
crusted earth under the shrubs 
flanking the entrance. The inspec- 
tion was not much of a success. 


What you say about yourself 


Whether you use hard or soft 
sell, your advertising and sales 
promotion can complement your 
company character. Only a fly-by- 
night operation can afford to focus 
attention on one-shot sales, with 
disregard for good taste and long- 
range results. Staying in business 
means reckoning beyond the im- 
mediate sale. _ 

Is your advertising in line with 
your corporate personality? Ex- 
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Attention to your “corporate look” starts you on the 
road to bigger sales, says Walter P. Margulies, noted 


INTEGRATE 
YOUR FIRM’S 
VISUAL 
IMPRESSIONS 


designer. Here are some of his thoughts on the value 
of integrating all aspects of the visual impression your 
company makes: 

“Don’t try to say that your company is simultane- 
ously trustworthy, loyal, helpful, friendly, courteous, 


kind, obedient, cheerful, thrifty, brave, clean and 
reverent. This may be fine for Boy Scouts. It’s just 


THE PRODUCT 


ample after example proves that 
well-conceived advertising can 
both build sales and create a clear 
corporate image. General Dyna- 
mics Corp. is a case in point. This 
company has been notably success- 
ful in conveying the fluidity of its 
creative thinking through its ads 
(see illustration). 


Make your mark 

Companies that are personality 
conscious put special emphasis on 
their trademarks, and rightly so. 
Your trademark is a focal point 
for quick identity, and for long 
remembrance. 

Your trademark should tell a 
story about you. It can be made to 
symbolize a distinctive corporate 


THE PACKAGE 





personality, a specific outlook, a 
specific approach, a specific appeal. 
The same is true for your company 
logotype and slogan. Cadillac im- 
parts a regal air with its crowned 
shield and expansive V. The trade- 
mark of International Harvester 
has the rugged look of its earth- 
movers. Prudential says solidarity 
and strength with its Rock of Gi- 
bralter. These trademarks are fa- 
mous because they were designed 
with corporate character in mind. 

In any design, consider the ef- 
fect of color. Cool blue may be your 
hue for air conditioning. Yellow may 
be called for if lighting or fenes- 
tration is your field. Purple can 
point up the royal aspect of a pro- 
duct. Paintmaker Benjamin Moore 


MANAGEMENT METHODS 














= VW — 











orc 


impression. 


“With the ‘corporate look’ you can picture the kind 
of company you are in the minds of the people you 
depend on for cooperation and understanding—the 
press, your suppliers, legislators and public officials in 
the communities where you operate. 

“The risky business of launching new products can 
be made a lot safer and easier, too, if they can be 


THE HOME 


& Co. paints its name in a rain- 
bow of pigments; Sherwin-Williams 
covers the earth with color. 


Guide the designer 

Good design plays a big part in 
the job of projecting a company 
personality, whether through archi- 
tecture, advertising, letterheads 
and business forms, or the product 
itself. But a designer, no matter 
how talented and imaginative, can- 
not do the job alone. To success- 
fully convey a company personality, 
he must know specifically the char- 
acter that the company wants to 
get across. For this reason, good de- 
sign becomes a top management 
responsibility to the extent that 
management must first §predeter- 
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too much for any company to cram into a single visual 





boosted across the threshold of public acceptance 
by this ‘corporate look.’ 

“At a time when the public is being pulled and 
pushed, shouted at and whispered to, by hundreds of 
brand names daily, the right ‘corporate look’ can cut 
through the confusion of mass communications like a 
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sharp knife, to plant indelibly in the minds of your 


IN ADVERTISING 


mine the company character and 
guide the designer in his job of re- 
flecting this character. 


Personal appearances 

Progressive firms have demon- 
strated that a company personality 
can be put across to the public 
with dramatic impact through face- 
to-face communication. These firms 
explore and plan for every possible 
path to personal communication— 
from informal meetings to public 
addresses. 

In such wide awake organiza- 
tions, top management seeks out 
opportunities to mount platforms. 
And they encourage their subordi- 
nates and salesmen to do the same. 
They make a point of giving talks 


customers the visual impression of you and the quality 
of your products.” 


THE TRADE MARK 





and appearing on panels before as- 
sociations, clubs, conventions, 
schools, and even on radio and TV. 
Their experience shows that using 
a “sales pitch” is not necessary for 
getting a company message across. 
In fact, they have found that soft 
pedalling the commercial and ac- 
centing the service aspects of their 
appearances gets the best results. 
In addition, this approach tends to 
result in invitations to appear on 
more programs. 

Creating and projecting a com- 
pany personality cannot be done 
on a haphazard basis. It must be 
planned; it must be consistently 
coordinated; and it must be done 
with what Wright refers to as “at- 
tention to extremities.” m/m 
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7” sf The experience and KNOW-HOW of a DITTO systems specialist put the 


a present TWA Purchase Order system on its present highly efficient basis. 


SAVES °7 5, 000° With their DITTO One-Writing Purchase Order system TWA cut out delay, 
error and waste clerical motion and got a simple, quick, accurate, uniform 
YEA R LY method of far-reaching benefit. The tangible saving has averaged 
ee ee ee te ee $75,000 annually for the past ten years. To this TWA adds incalculable 
TH ROUG H benefits peculiar to TWA’s industry. ONE DITTO machine handles 
the system and it pays for itself every four working days. Dozens of 
other DITTO machines now serve TWA in dozens of other ways, speedily 
and economically. 
R 
" STE MS better routines but one thing more—the long-proved DITTO KNOW. 
uw HOW, gained through the years. 
Every DITTO One-Writing System embodies all elements essential to 
paperwork efficiency: (1) Duplicating equipment specially designed 
= for systems use; (2) a customized forms printing service; (3) dupli- 
cating paper and supplies chemically and physically coordinated to 


give best results...PLUS ONE THING MORE: DITTO SYSTEMS KNOW- 

W. F. Griffith, Director of Purchasing, HOw in the developing of DITTO One-Writing IDP systems. For infor- 

Trans-World Airlines, Inc. mation call your DITTO representative, listed under ‘‘Duplicating 
Kansas City, Missouri Machines” in your classified directory. 











How can you know that there’s no gold mine of savings and better- 
ments in your own company’s systems unless you call in a DITTO 
Systems Expert to examine them? He offers not only the means to 


















Seated—T.W.A. Executives: L. J. Staley, Manager Disbursements; 
W. F. Griffith, Director of Purchasing; J. A. Shaunty, Director of Stores, 
Standing—H. E. Weaver, Manager Ditto, Kansas City Office. 
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DITTO, Inc., 6822 McCormick Road, Chicago 45, Illinois 

“~~~... Ditto of Canada, Ltd., Toronto, Ontario 

Ditto of Britain, Ltd., 126/128 New Kings Rd.: Fulham, London, S. W. 6, England 
a ee ey 
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(For more information, see last page) 
MANAGEMENT METHODS 











Sc oe gael ay 
















ly 


a 


f 
ly 


st 








DS 


Ce oe ee eee 
eveeeseee fey, » 
. 


e@eseeeuvneves er ee ee ee + 


~=wds @ 


ELEC TREVOR TS —Ers 


IBM Corp. has electronically 
combined a calculator and type- 
writer into a simple, low priced 
unit that can bring automation 
to almost any office. 

The adaptable new machine is 
designed primarily for order and 
invoice handling. In field tests it 
has sliced 20% to 60% of the 
time from such operations. 

Despite its automation char- 
acteristics, the machine can be 
used by any operator with only 
a few minutes of training. It can 
be programmed for a variety of 
different routines by simply in- 
serting differently coded plastic 
tapes in the programming unit. 

The new calculator is called 
the IBM 632 and it sells for ap- 
proximately $5,600. It consists of 
an electric typewriter, a 10-key 
companion keyboard, a mag- 
netic core “memory” and a pro- 
gram reading device, all com- 
pactly housed in a desk-like 
unit. The typewriter can be 
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uy. IBM typing calculator offers low cost automation 
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used separately for standard 
typing work. 

Because numerical informa- 
tion, keyed in on the companion 
keyboard, can be added, sub- 
tracted, multiplied, rounded off, 
and held in “memory” for later 
processing, the IBM 632 can 
type, extend, carry totals, com- 
pute taxes, subtract discounts, 
position decimals, justify multi- 
digit numbers and type out re- 
sults—all automatically. 

Here is how the machine 
works for a job like preparing an 
invoice: 

The operator inserts the in- 
voice form in the typewriter, 
types the basic information such 
as customer name and address, 
shipping destination, date and 
so on. 

Then, moving the typewriter 
carriage to the body of the in- 
voice, the operator enters the or- 
der quantity on the companion 
keyboard and the typewriter au- 


IBM combines electronic calculator and typewriter at low cost. 














own your own 



















PRIVATE 


telephone system 


Fully Automatic Interoffice Communication 
with your own DuKane dial tele- 
hone system can cut switchboard 
oads by 50% or more. Every call 
is quick, personal, and private. 
Economical systems can be installed 
for any number of stations, and 
easily enlarged or expanded to 
include intercom, paging, alarm, or 
central sound systems. 


DuKane manufactures a complete 
line of communications products for 
industry, with a nationwide network 
of more than 300 engineering dis- 
tributors ready to help solve your 
individual problem. Your nearest 
DuKane man is listed in the 
Yellow Pages. 


G2) 


Emergency, Alarm, 
and Paging 
Systems 


Dukane 


CORPORATION 


+ % :- 





Flexifone 
Intercom 
Systems 


Background Music 
from Records 
or Tape 





pioneer in industrial communications 


DuKane Corporation, Dept. MM-38, St. Charles, Ill. 
Send me information on owning my own closed-circuit 
telephone system 


(_] Have a DuKane communications consultant call at my 
—~ office 


Name 


Company - scenncaniinisiiien 
Address___ iciecibinaate 


City & State = 4 stsllaitaidiansiniataaiil 


(For more information, see last page) 
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When the U. $. Army moves up 
Kleinschmidt is in the van 





Kleinschmidt page printers and reperforator teletypewriters receive and transmit 
teleprinted communications wherever a truck can roll. 


As division headquarters advances in the field, itis 
imperative that communications with outlying units 
be maintained without interruption. Kleinschmidt 
teletypewriters and related equipment, installed in 
aU. S. Army cargo truck and transmitting by radio, 
provide a message center that meets every demand 
of mobility and dependable two-way communica- 
tions. These Kleinschmidt units, developed in co- 
operation with the U. S. Army Signal Corps, furnish 





sender and recipient with an identical teleprinted 
original, eliminating misinterpretation and speed- 
ing the required action. 

Research and development of equipment for 
transmitting and receiving printed communica- 
tions has been a continuing project at Kleinschmidt 
for almost 60 years. This unparalleled store of 
experience, now joined with that of Smith-Corona 
Inc, holds promise of immeasurable new advances 
in electronic communications. 


KLEINSCHMIDT LABORATORIES, INC. 


PIONEER IN TELEPRINTED COMMUNICATIONS EQUIPMENT 


A SUBSIDIARY OF SMITH-CORONA INC ¢ DEERFIELD, ILLINOIS 


(For more information, see last page) 
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tomatically positions and prints 
it. She enters the product num- 
ber and it is automatically posi- 
tioned and printed. Next she 
types the product description. 
The operator then enters the 
unit price in the companion key- 
board; the carriage automati- 
cally moves to the unit price 
column, automatically prints the 
price, shifts to the amount col- 
umn, multiplies the quantity 
times price and prints — the 
amount. 

The same procedure is fol- 
lowed by each item to be in- 
cluded on the invoice. When 
all items have been entered, the 
machine automatically _ totals 
and prints the gross amount, 
converts the per cent discount 
into dollars and cents and prints 
this amount, figures and prints 
the tax, adds in the shipping 
charge supplied by the opera- 
tor, and finally prints the net 
amount of the invoice. 

The automatic calculating and 
printing features of the machine 
practically eliminate the possi- 
bility of clerical error. 

Throughout the day, the ma- 
chine stores any selected accu- 
mulation of figures which can 
then be totaled and printed for 
management analysis and other 
purposes. 

For more information, circle 


number 613 on the Reader Service 
Card. 


Brabutatr code-punches 


Royal McBee Corp. has in- 
troduced a Keysort tabulating 
punch which simultaneously 
code-punches quantity figures 
in the body of Keysort cards, ac- 
cumulates them in the machine 
and prints detail tape. Later 
when the Keysort cards are sort- 
ed to classifications, the machine 
will sense punching and auto- 
matically add, non-add or sub- 
tract as required, while again 
providing printed detail tape. 

If needed, duplicate inter- 
nally punched cards can be pro- 
duced during any operation. 
Also, two quantities or amounts 
may be punched simultaneously. 
Summary punching of either 
quantities, or both, is possible 
with this unit. Data is entered by 
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on price lists...parts lists... 


directories ...catalogs... 
indexes ...etfc... 
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photo panels 
the quick, easy way 
to reproduce lists... 








Save time and expense of typesetting; 
your typewriter is your compositor. 
Each line typed on individual card. 
Revisions quickly made, listings 
added or deleted, page arrangements 
changed and illustrations or headings 
| added. 


Always available for instant reference 
or use, easily kept up to date in your 
office and under your control, con- 
veniently and compactly filed. 











Reproductions can be made any 
proportionate size and printed by 
offset, planograph or other methods 
of commercial or office reproduction. 





DISTRICT OFFICES AND REPRESENTATIVES IN PRINCIPAL CITIES 
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“oer C-358 

ACME VISIBLE RECORDS, INC., Crozet, Virginia 

[1] Send us more information and literature on Photo Panels. 

(1 We are interested in Acme Visible equipment for records. 
KIND OF RECORD 

[) Have representative call. Date Time 

Company Attention 

Address 

City Zone State 
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(For more information, see last page) 
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how 

up-to-date 

is your 
floor-keeping? 


step up speed of floor care 5 to 36 times with 


LINCOLN Auto-Scrubber! 





Simple arithmetic will show you why Automation in Floor 
Care with a Lincoln Auto-Scrubber will soon pay for itself on 
your floors. Just one machine will do five floor care jobs for 
you in a single automatic operation: spread solution, scrub, 
rinse, pickup and dry. Outperforms 5 to 36 men using scrub 
brushes and mops. Five models, 18’’ to 60” scrubbing width 
for all floor sizes, 2,000 to 1,000,000 sq. ft. or more. Available 
electric, gasoline, liquid propane, explosion-proof. Ask for 
free demonstration. 


For buying facts write 


MERICAN’ 


FLOOR MACHINE CO. 








ESTASGCISHED 1903 








a division of American-Lincoln Corporation 
572-A So. St. Clair St. Toledo 3, Ohio 


fre Che flok ynidbetitied- 














TYPICAL USERS: Park-Davis Co. « 
American Cynamid Co. e« Conrad 
Hilton Hotel. « Western Union Tele- 
graph Co. « American Tobacco Co. « 
Lever Brothers Co. ¢ Chrysler Cor- 
poration « Northwestern University 
¢ Trans World Airlines, 








(For more information, see last page) 








































Tabulating punch serves multi- 
purpose need. 


| a simple 10-key adding machine 
keyboard, and tape totaling ca- 
pacity is 11 digits. 
For more data, circle number 
627 on the Reader Service Card. 


Engineer computer training 


The electronic computer, ex- 
panding its role as a decision- 
making tool, is being used now 
at UCLA in a two-year program 
to help prepare engineers for 

| executive positions. 

| “We want engineers to be able 
to use digital computers with as 
much confidence as their slide 
rules,” says Dr. Morris Asimow, 
professor of engineering. To 
achieve this, a Bendix G-15 com- 
| puter is being employed to assist 
| engineers in solving problems 
and making decisions by the 
quantitative approach. 


| a NCR electronics unit 


National Cash Register Co. 
has entered the commercial 
computer field with introduction 
| of its 304 electronic data proces- 
| sing system. 
| The equipment provides a 

means for completely integrated 
electronic accounting automa- 
tion. The system handles auto- 
matic accounting, auditing, re- 
porting and other record-keep- 
ing, analysis and control func- 
tions at high speeds, according 
to the maker. 

Technical features pointed out 
by NCR include transistorized 
design throughout, magnetic 
core memory and unique cir- 

| cuits that provide unusual flexi- 
| bility. 
Of medium size, the NCR 304 


' 
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series range in price from about 
$750,000 to more than $1,250,- 
000, depending upon the com- 
ponents required. A _ typical 
smaller installation, for example, 
might consist of a central data 
processor, controller unit, sev- 
eral magnetic tape memory 
units, high-speed printer and its 
electronic controller and high- 
speed paper tape reader. Larger 
systems will include other units, 
such as an electronic converter 
or high-speed card reader, plus 
more magnetic core memory 
units and output equipment. 
Delivery of the first regular 
production NCR 304 EDP sys- 
tem is scheduled for 1959. 
For more data, circle number 
608 on the Reader Service Card. 


l Punched card bonds 


Soon after the Treasury De- 


partment introduced its new 
U.S. Savings Bond certificates 
printed on punched cards, 


Southern Railway System issued 
the first punched card bonds for 
railroad employees enrolled in 
the payroll deduction plan. 
Names, addresses, co-owners 
or beneficiaries, issuing and ef- 
fective dates, and other data 
were already stored on magnetic 
tapes used for printing pay- 
checks. These, along with stock- 
holder dividend checks and 
other records and reports, are 





Unit speeds up printing process. 


produced on an IBM 705, Mod- 
el II EDP machine. 

In the picture the tape unit at 
left feeds information to the 
printer unit which fills in both 
bond blanks and the attached 


Treasury Department receipt 
stubs at the rate of 500 lines a 
minute. 

For more data, circle number 


609 on the Reader Service Card. 
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Your most effective way to gain floor space and save rent is with 
vertical filing by modern Deluxe Verti-Files. In a 250,000 file- 
folder file installation, old-fashioned drawer files occupy 1,704 
sq. ft. floor space, but Deluxe Verti-Files use only 754 sq. ft. 
Compact Deluxe Verti-File is free-standing, rigid shelving by 
America’s leading boltless steel-shelving maker. Call your nearby 
Deluxe dealer (see yellow pages) or write for Catalog 416. 


DELUXE METAL FURNITURE COMPANY, Warren 17, Pa. 
A Division of Royal Metal Manufacturing Company 
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HERE’S A 


MADE-TO-ORDER 
GOODWILL 
SALESMAN! 


Your trade- 
mark or product 
reproduced in a hand- 
some and practical I & R minia- 
ture becomes a round-the-clock 
salesman for you wherever it’s 
worn or used. 

Let us show you how Irons & 
Russell craftsmen can add tre- 
mendous selling power to your 
trademark or product. Write to- 
day for further information. 
IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Eatin Manufacturers . 1861 


95 Chestnut Street, Providence 3, R. 1. 
(For more information, see last page) 


(For more information, see last page) 









| 


Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for people 
without technical training or experience, 
it is based on a similar course members 
of the firm developed and are teaching 
at a large University. 


Students are taught to develop and pro- 
gram electronic systems for business 
problems such as Payroll, Accounts Re- 
ceivable, Inventory Control, etc. for a 
theoretical electronic computer called 
BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. “Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience for 
only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational 
Division. 420 Market Street, San Fran- 
cisco 11, California. 
(For more information, see last page) 
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National Bonded Cars’ unique 
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requirement for a “key 
management office” leads to 
adaptation of rural house to 
the needs of contemporary 


business. 


How to convert an old house 
into a modern office 




















gums National Bonded Cars, Inc., which ness of a traditional residence structure to provide for 





provides a warranty service for used car dealers, has the close, almost continuous coordination of top man- 
adapted the features of a staid, old house to meet the agement that is essential to the proper handling of its 
| needs of a most modern business idea. Located in average monthly load of 40,000 registrations and 


Springfield, N. J., the firm has employed the spacious- $500,000 in claims. m/m 





& “SRG ca: eee 


Middle management office houses 
receptionist-switchboard operator, 
executive vice-president, vice-president 
of dealer relations and vice-president 

of sales. Firm’s operations require 
physical set up permitting executive level 
discussions, yet sound proofing and space 
between work areas allow all to carry 
out functions without interfering 

with each other. 
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Key management office and executive conference room are occupied by Harry S. Campbell, president, whose desk is at 
right, and by C. Wesley Milburn, treasurer-secretary. Arrangement allows for instant consultation on important matters 
while top executives remain at their desks. Door at far end of room leads directly to executive conference room (see 
photo below), thus providing additional convenience for executive operations. 


Six top executives are comfortably 
provided for in this intimate 
grouping that is the setting for 

the company’s weekly top 
management conference. 
Flexibility of “quick change” 

table and of chair arrangement 
makes it possible to hold meetings 
here of from two to 15 people. 
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Custom built for Socony 
Mobil Oil Co., this 
HOWE Folding Table 
has Formica top and 
edge. 


1troom does the work of 3 
»- -with new, custom-built 


HOWE FOLDING TABLES 


Custom-built HOWE Folding Tables help Socony Mobil 
Oil Co. make multi-purpose use of valuable floor space. 

HOWE Folding Tables provide the good looks of fine 
furniture. They fold and unfold in seconds, can be 
handled by 1 man, help meet the frequently changing 
workspace requirements of a multi-purpose room 
set-up. 
FREE! Make more efficient use of valuable floor 
space with HOWE Folding Tables. For free informa- 
tion, write for illustrated folder today. 

Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N.Y. 


| HOWE FOLDING FURNITURE, INC., Custom Division i 























| 1 PARK AVENUE, NEW YORK 16, N.Y. MM-38 | 
| Please send me your free, illustrated folder describing | 
| custom-built HOWE Folding Tables. 
| My name i ees i 
| Company 2S ee: | 
RIA I tl a> RC en ee eae 
City. Zone State 
re cecal cde tevanumsaivahanoasated comand 
(For more information, see last page) 
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How to set up 


an employee 


fire brigade 





Simply telling employees about their careless 
habits won't bring about fire safety. You make 
them fire-conscious by making them part of the 


fire protection program. Here’s how. 


INDUSTRIAL PLANT Protection, by John Richelieu 
Davis. Charles C Thomas, publisher, 301 E. Lawrence 
Ave., Springfield, Ill. 1957. 566 pp. $12. 


Safeguarding business property against the multitudinous 
hazards of destruction and loss has become a job that no 
management can afford to overlook. Only through bitter 
experience have some firms learned that the time to deal 
with fire, theft, accident or subversion is before it happens, 
not afterwards. 

Industrial Plant Protection is a book that deals with all 
aspects of safeguarding a business. The content ranges 
from the selection and training of plant protection officers 
to use of firearms, burglary prevention, plant patrolling, 
report writing and even parking problems. A separate sec- 
tion deals with military security regulations. 

The author is a lecturer in industrial security at Michi- 
gan State University, security coordinator for The Halli- 
crafters Co. in Chicago, and director of John R. Davis 
Associates, plant protection consultants, 1000 S. Kostner 
Ave., Chicago. 


uum It seems almost incredible that the 
companies that have outstanding fire safety rec- 
ords are those engaged in the most hazardous opera- 
tions. Their manufacturing processes may include such 
high explosives as nitroglycerin, dynamite, gasoline 
or gunpowder. A small static electricity spark would 
be sufficient to totally destroy any of these industries. 
Yet, from year to year, they maintain an almost per- 
fect safety record. 

A striking difference in fire safety records is seen in 
those plants whose operations are less hazardous. It is 
not uncommon to read headlines about a plant hav- 
ing burned to the ground with the loss of many lives. 
Further in the account, the reader learns that the 
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plant was engaged in the manufacture of metal ma- 
chine parts. Recently, in Chicago, a firm manufactur- 
ing fire extinguishers experienced the total loss of 
their plant by fire. 

These paradoxical fire records boil down to the 
simple fact that the management personnel of the 
hazardous plants are fire-safety conscious and make 
every human effort to cope with their every day fire 
hazard problems. On the other hand, the manage- 
ment of less hazardous plants falsely assumes that they 
are safe, and thus expend little or no effort in behalf 
of fire safety. 

A visitor to any of the highly flammable manufac- 
turing scenes is immediately aware of the safe fire 
practices of each and every employee. These compa- 
nies realize the value of training all of their employees 
so that they will recognize a likely fire hazard, and 
will be constantly on the alert. 

It is a difficult task to “sell” a fire safety program on 
the employee level. A full-time fire inspector may 
patrol the plant each day, reminding the employ- 
ees of careless habits which are contrary to fire safety. 
He may beg and cajole the spray booth crews to store 
their flammable liquids more safely. Yet, as soon as 
he leaves the scene, the employees may revert to the 
same careless practices. 

There is only one answer to this troublesome situa- 
tion. The employees must be made a part of the fire 
protection organization. Through their participation 
in the drills, instructions, and activities of fire protec- 
tion, they become identified with fire safety; their 
interest correspondingly increases. 


What every employee must know 

Those things that the employees must know in 
preventing and controlling fires are simple to under- 
stand and apply. Each employee should have a basic 
understanding of the following subjects and _pro- 
cedures: 

1. The safe practices for handling any hazards con- 
nected with his work. 

2. Proper disposal of waste of a flammable nature 
such as rags, paper or combustible liquids. A clean, 
orderly working area must be maintained. 

3. Strict adherence to the rules and regulations to 


MARCH 1958 











VEEDER=-ROOT 





-_ - with Veeder-Root 
VARY-TALLY 
Rejects . . . inventories .. . sales by items... sizes... 
colors .. . work-assignments . . . prices... whenever you 


need to keep accurate count of details that would other- 
wise be tallied by hand . . . get Veeder-Root’s VARY- 
TALLY, the multiple-unit reset counter that counts 
everything countable. 


Arranged compactly on stands in tiers, Vary-Tally 

® can be supplied in almost any combination or 
ge numbers of counters, right down to single units. 
Write for prices. Veeder-Root Incorporated, 

/ Hartford 2, Connecticut. 






“The Name that Counts” 


(For more information, see last page) 


increase filing capacity 100% 


Cquipto” 


SHELF FILE | 


One Equipto Shelf Filing Unit 
holds 21 linear feet of files 













. . . Over NINE standard 
drawers full! ... Yet takes 
only 3 sq. ft. of floor space. 
Costs only a FRACTION of 
any other method. 


Saves time and effort. No 
need to pull heavy drawers 
open. Patented spring steel 
rod followers on every shelf 
are adjustable and lock at any 
spot to provide compression. 
Get all the details NOW... 
Write for Equiptogram No. 
167-A. 




















615 Prairie Ave., Aurora, Ill. ff 





Manufacturer of World’s ' 
Finest Steel Shelving ... Sipe 
Parts Bins . . . Drawer Units . 
Lockers ... Carts ... Work Benches 





(For more information, see last page) 














































the plant’s specific fire precautions which concern 
them. 

4. Proper use of fire extinguishers. The principles 
of the automatic sprinkler system, so that no obstruc- 
tions will be placed in the way of the lines. It is 
equally important to provide easy access through fire 
doors, exits and aisles. 

5. Watchfulness for other employee errors that are 
contrary to fire safety. 

6. How to sound the fire alarm, the operation of the 
various fire alarm devices, of the correct way to trans- 
mit such an alarm by telephone. 

7. Proper conduct during the course of a fire. 


How to start the program 

A considerable amount of “groundwork” must be 
completed before the desired program is effected and 
assimilated by every employee. Bear in mind that the 
plant supervisor or production chief has the produc- 
tion output of his company as his main interest. He 
cannot be expected to have primary interest in fire 
safety which you have. With this thought in mind, 
make your initial planning a gradual build-up pro- 
cess. Sell the program little by little and before long, 
your goal is realized. 

Che best step in this direction is the formation of an 
auxiliary fire brigade, composed of companies. This 
organization does not include the entire personnel 
of the plant but rather a tightly knit nucleus of the 
personnel. Although limited in size, it will provide an 
effective means of covering the entire premises of 
the plant. 


Save time, money! Ship your displaysvi 





LEFT: RCA-Whirlpool Mira- 
cle Kitchen, sent city to city by 
North American Van, arrives 
okay, right on schedule. 


RIGHT: North American 
movers load van for new 
Whirlpool show. Careful pad- 
ding protects items for safe 
delivery. 





As this group is comparatively small and com- 
posed generally of the less critical employees of the 
production line, your request for their time will be 
honored. 

The brigade is usually considered as the collective 
unit of the fire company. A large plant may have sev- 
eral brigades. The fire companies which form the 
brigade may consist of from three to five company 
units. 

There is no set number of employees that compose 
a fire company. Each plant will have to determine 
the size of the unit which will best meet its particular 
requirements. Influencing these considerations of size 
are 1) the area of the premises, 2) the nature of the 
production fire hazards, and 3) the time that is re- 
quired for the plant to receive aid from the public 
fire department. 

If public fire assistance is not convenient to the 
plant, an extensive force of many companies would 
be indicated. In addition, the remotely located plant 
would require more extensive equipment for fire fight- 
ing than one located closer to the station house. 


Selecting members of the companies 


Employee members of these companies should rep- 
resent every department. Without such representa- 
tion the program would be of little benefit, either to 
the prevention program or the saving of time. This 
would be especially evident if the outbreak occurred 
in a remote section of a plant. 

In selecting the men to act as members of the 
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companies, it would be more practical to enlist the 
services of those who are confined to duties of a 
non-productive nature. The employee who is operat- 
ing a highly specialized machine that is necessary to 
keep the production line moving would not be as 
readily available as the stock room supervisor or his 
staff. 

The individual to be selected as a member of the 
fire company should possess a native intelligence 
necessary to assimilate the training procedures. It is 
also desired that he be of a temperament which 
would enable him to perform calmly and intelligently 
in a crisis. Too, he must have a desire to serve. Selfish 
motives such as recognition alone are not healthy in 
this situation. Physical fitness is a requisite. The 
duties may involve considerable exertion (i.e., the 
ability to reach inaccessible places through climb- 
ing and crawling, etc. ). 





Assign specific duties 

The fundamentals of fire extinguishing and fire pre- 
vention practices must be completely familiar to the 
company members. In addition, specific duties should 
be assigned to each individual. A man for each job, 
functioning as a team, is extremely important when 
a fire occurs. 
) The companies should be organized so as to include 
: a captain who may direct his own unit and establish a 
liason of authority with the brigade head or fire chief 
of the plant. The man assigned to communications 
: may be responsible for sounding the alarm and secur- 








DOUBLE-CHECK THESE ADVANTAGES: 
UW Eliminates costly crating and uncrating. 
VS On-time delivery; fastest service anywhere. 
WS Liberal pads, covers—100% protection. 


VS Door-to-door service; no delay. 





VW Frees your personnel for customer contacts. 


VW One exhibit or 100; no schedule too tough! 





Let us ship 
Your Exhibits to the 
Universal and International 
Exhibition at Brussels, Belgium 
April 17— Oct. 19, 1958 
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ing other assistance as it is needed. This man plays a 
very important role. Too often fires burn for a long 
period before the alarm is put through to the fire 
department, simply because everyone assumes some- 
one else has followed through. 

An employee assigned to the sprinkler shut-off 
performs a vital function that is frequently neglected. 
His presence insures that the valve is opened, and he 
is there to close it immediately when the fire is ex- 
tinguished, thus preventing further water damage. 

The extinguisher men, having acquired an exact 
knowledge of extinguisher operation and application, 
can be depended upon to use this valuable instrument 
effectively and with assurance. 

The employee assigned to traffic control and guid- 
ance of outside fire apparatus offers the saving of 
many vital minutes, which may determine whether 
the scope of the fire is limited or extended. 


Organize on a shift basis 

The brigade units should be organized so that all 
shifts are covered. In many plants the night shift 
brigade is considerably smaller than the day shift. 
This is obviously unwise since at least as many fires 
develop during the night as during the day. There 
are generally fewer people working at night who may 
detect the beginning of a fire. 


Maintain interest 
Fire brigades should enjoy a well-rounded program 
of recreation as well as work. This will keep their 


Phone Your North American Van Lines Agent Now. 
He’s listed in the Yellow Pages under ‘‘Movers.”’ Or 
send coupon below for details of Exhibit Display 
Moving, other North American specialized industria] 
services, and ‘‘Wife-Approved”’ moves for transferred 
personnel. North American Van Lines, Inc., World 
Headquarters, Fort Wayne, Ind. North American 
Van Lines Canada, Ltd., Toronto. 


Clip this Coupow! 





 enastenntansinathentonstaetentantentantatantententon 
North American Van Lines, Inc. 
| World Headquarters, Dept. MM-38, Ft. Wayne 1, Ind. 
} Without obligation send report on Impact-0-Graph tests and these booklets: 
| © Exhibit Displays (0 High-Value Products 
| () Transferred Personnel (€ International Fairs 
| 
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| 
| Company 
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City Zone . State 
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Force COLUMBIA 


eases tired eyes 
...cuts errors! 


This automatic numbering 
machine prints big 7” high 
figures on filing jackets, 
time cards, job envelopes, 
drawings, etc. Saves eye- 
sight of young and old 
alike and reduces errors, 
too! 6 or 7-wheel capacity 

. consecutive, duplicate, 
repeat action. 


& CO., Incorporated 
a9 
eee eae _ 
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(For more information, see last page) 














With Gliders, there’s no “fishing” for prints, no hole-punching as 
in old peg-type file methods. Your prints “glide” into and out of 
filing position in clamp-type plan holders. 


GLIDER BLUE PRINT RACKS 5’ high, 4’ wide, 3’ deep. 


Gliders hold 1200 plans 24” to 48” in width. Plan holder clamps 
loosened, allow removal of needed prints without disturbing 
others. Indexes above each plan holder provide quick reference. 
Gliders are easily expandable, with attachable extensions. 


GLIDER “700” BLUE PRINT RACKS 4’ high, 2’ wide, 2’ deep. 


The Glider “700” is a modular, strong-steel unit. Designed for 
planners who have small print filing requirements, it’s a space- 
saver. It retains 700 prints of 18” to 24” widths. Glider 700" 
provides the same filing efficiency as the Gliders and makes an 
excellent primary, subsidiary or ready-reference ‘‘desk-side”’ file. 


The efficient, all-steel Glider line, simple to set up and move, and 
finished in modern grey enamel, fits the “scheme” of today’s 
offices. Order now through the best office suppliers or write for 
illustrated literature. 


Through the direct clamp de- 
sign of plan holders, you slip 
sheets, either singles or 
sets, in or out without re- 
moving others. 


Plan holders ‘‘glide”’ in on 
steel tracks, are secured MR 
from end-to-end and ‘‘glide” & 
out with little effort. 


MOMAR INDUSTRIES 


(For more information, see last page) 





4323 West 32nd St 





Chicago 23, Ill 





interest in the organization throughout the year. Too, 
when the members are able to participate together in 
recognized activities within the plant, they feel a 


pride of association with their “team.” Many com- 
panies allow overtime pay for the time allocated for 
drills and instruction periods. 

Fire prevention week is an excellent time for the 
brigade member to demonstrate his specialized know]- 
edge of fire fighting techniques to fellow workers. 
He then becomes identified, which is a basic drive in 
all of us. 


Suggested fire brigade organization 


Conducting a survey of the premises prior to the 
organization of the brigade will aid in the develop- 
ment of an effective plan. Such a survey may be 
made by the consideration of the following informa- 
tion: 

Building: Type, construction, area and number of 
floors. 

Business: Extent of hazardous materials, and the 
number of employees. 

Location of: Stairways, fire escapes, exits, automatic 
fire doors, gas masks, fire extinguishers, sprinkler sys- 
tem, fire pump, public fire alarm, fire hydrants, wall 
hydrants, gas lines, electric switches, and so on. 

Upon completing a survey of the items listed above, 
the information may be noted on a blueprint of the 
plant by the use of symbols and proper notations. 
The areas should be broken down as departments 
and so designated for ready reference. 

This blueprint, with any overlays that may be used, 
establishes a plan in which proper assignments can 
be made of the brigades. One overlay may contain 
only the location and type of portable fire extinguish- 
ers, another of the sprinkler system, etc. 


Instructions for exit drills 

Each individual plant is characterized by its own 
structural layout. By reason of these many varying 
building factors, the fire drill must be planned after 
a careful preliminary study of the plant layout. The 
basic requirement is emptying the building in the 
most expedient manner with the least confusion. 

The most satisfactory approach is to provide each 
department an exit plan which best fits its location. 
Post this information in a conspicuous spot. Upon 
sounding of the fire alarm, each employee is instructed 
to proceed as follows: 

1. Cease work. 

2. If machine is used, shut power and stop. 

3. Hastily safeguard area; for example, the em- 
ployee using flammable liquids will close lid of 
the container. Or the current may be cut off supplying 
the heating units such as soldering irons, etc. 

4, Open the nearby fire escapes. 

5. Clear the aisles of any benches or boxes that may 
hinder the safe passage of employees. 

6. Form an orderly line and await command from 
leader to proceed to exit. Two abreast is the prescribed 
formation, marching in fast step, not running. 

Do not overlook the fact that no employee is al- 
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lowed to get his coat or belongings. Many times, 
employees have lost their lives by returning to the coat 
room for personal belongings. Conduct the drills with 
strict forbiddance of any loud talking or noises. Noises 
greatly increase excitement in the human mind dur- 
ing emergencies, thereby making it difficult to carry 
out direct instructions. 


Drill alarms 

One distinctive sounding alarm is designated or 
installed for use only at the time of a fire drill. It may 
be a siren or an electric horn placed so that the whole 
area may hear it above the noises that are character- 
istic of a plant. If the area is too large for only one 
such alarm, other sounding alarms should be installed 
in the required locations. 

The control panel of the alarms may be located in a 
central headquarters, such as the personnel office, fire 
headquarters or plant protection office, depending 
upon the department to which such responsibility is 
assigned. 

If the plant premises consist of more than one 
story, arrange the alarms so that the workers from 
the various floors will leave at spaced intervals. The 
lower floors should move on a schedule that will not 
hinder the exiting personnel of the upper floors. 

Notify the fire department each time a simulated 
drill is practiced. It may save them from a false run. 


capsule 
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Human psychology as management's partner 


MAKING MANAGEMENT Human, by Alfred J. Marrow. 
McGraw-Hill Book Co., New York, 1957. 241 pp. $5. 


Practical ways and means of getting people to 
work well together are detailed in this book. It 
shows how to develop in managerial staffs a greater 
awareness and understanding of human behavior. It 
translates psychological findings into sound, sensible 
suggestions for helping workers achieve both job 
capacity and personal satisfaction. 

Instead of vague theories and generalities, the 
author presents dozens of actual case studies of prob- 
lems and solutions in human behavior right down 
the line in office, shop and factory. Down-to-earth 
discussions cover turnover, teamwork, incentives, 
communications, absenteeism and other vital, every- 
day job problems. Individual and group attitudes, 
habits, actions, reactions and interactions are ex- 
amined. 

This is a definitive guide to the use of psychology 
in appraising people, improving morale, instilling to- 
getherness and increasing productivity. m/m 
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with new AVERETT 


file folder labels 


Yes—labeling file folders is 
now fast and clean—no longer 
a chore. There’s no sticky, 
gooey sponge to wet and handle 

...no bad-tasting mucilage 
to lick. Avery labels are on at 
the touch of a finger... 
easily, neatly and quickly. 
They’re color coded—in a selection of 10 beautiful colors 
plus white—for fast, positive identification and reference. 
Improve the appearance of your files by color-coding 
and relabeling each folder with Avery adhesive File 
Folder labels. Expensive folders can be re-used and 
still remain neat and presentable in your files. 
Filing can be fun—if you do. They'll make your job 
easier—and a boss’s business more profitable. 








Available from your 
stationery or office 
supply dealer—in 
sheets of 8 labels 
with guide lines 
for uniform 
typing—and 

the last label 
won't slip in 

the typewriter 
because of the 
extended back- 
ing sheet! 








| 
i 
j AVERY ADHESIVE LABEL CORP., Div. 150 | 
Completely | 117 Liberty St., New York 6608 S. Dearborn St. | 
revolutionizes Chicago 5 «1616 S. California Ave., Monrovia, Calif. 
office filing— | eln Canada, 48 Haas Road, Toronto 15, Ontario « | 
See them... try them | Offices in Other Principal Cities. | 
today! Write for your i Please send me samples of Avery file folder Labels. | 
FREE samples of Avery | N Position | 
file folder Labels— My Name. ..ccccccccsccccvevces OSIHION. «eee eeees 
— CONOR. ccncciscdotpewe senate eanseadenaseusts 
... Then BUY / oe | 
them at your | Address. .ccccccccccccccevcccccsccensesesesseess | 
stationery dealer! | City BoatO. 2 oc cescnceccse | 
Dcssceh detttntn ine techni sbiirinel aden anemeaiiaietia a 


(For more information, see last page) 



























































Studies show valuable selling time lost 
with old-fashioned order forms. You 
can gain back this time by using 
Baltimore’s Blue Ink Standard Handy- 
set Forms. One writing gives up to six 
clean copies, suitably marked for bill- 
ing, invoicing, posting, etc. Pre-inter- 
leaved one-time carbons snap out 
quickly and easily .. . end fumbling 
and mess. 

Completely Reproducible 

on Thermo-Fax® Machines 
Special inks and carbons. . . standard 
on these forms at no extra cost... 
make every page of BIS Handysets 
completely reproducible on the popu- 


SELLING TIME 


lar Thermo-Fax Copying Machine. No 
premium price, no special runs. BIS 
Handysets are lower in price, with up 
to 50% faster delivery to you. 

Free Samples and 

Recommendations 
This form may answer your problems, 
or another form from Baltimore’s 
complete line may save you time and 
money. For capable and experienced 
systems planning, call your Baltimore 
Business Forms representative listed 
in the yellow pages under Sales Books 
or Business Forms. Or, write to: THE 
BALTIMORE BusINEss Forms Co., 3142 
Frederick Avenue, Baltimore 29, Md. 






















Baltimore Business Forms 


(Division of THE BALTIMORE SALESBOOK COMPANY) 


Saving time and reducing costs in business and industry 


HANDYSET ONE-TIME 
CARBON FORMS 





CONTINUOUS 
FORMS 


COUNTER REGISTERS 
AND FORMS 


{no carbon required) 


(For more information, see last page) 








Skilled labor 
(Continued from page 41) 


up through several job classifica- 
tions to hold positions which nor- 
mally require four years of on-the- 
job experience. 

Today, the Chandler-Evans divi- 
sion of Pratt & Whitney regards its 
skilled labor training program as 
the straw that broke the camel's 
back—the camel’s back in this case 
being the shortage of skilled work- 
ers. 


Four-year’ training pre- 
pares high school grads 
for work as_ inspectors, 
then as supervisors 


THE NEED 

Timken Roller Bearing Co., Can- 
ton, O. needed tool and gauge 
inspectors. These highly skilled 
men are responsible for the ac- 
ceptance or rejection of close tol- 
erance work turned out by experi- 
enced machinists. They are also 
responsible for the accuracy and 
condition of the tools and gauges 
used in Timken’s gauge laborato- 
ries. No job existed in the company 
that provided the background nec- 
essary to train a tool inspector. 

Timken had been selecting top 
machinists or tool grinders for the 
inspector jobs but this system had 
two major faults: foremen were re- 
luctant to lose their top flight men, 
and even these men still needed 
considerable training to become 
good tool inspectors. 


THE SOLUTION 

Timken inaugurated a_ special 
four-year training program specifi- 
cally designed to train top flight 
tool and gauge inspectors. By do- 
ing so it did away with the faults 
inherent in the previous system 
and, at the same time, insured it- 
self of a supply of inspectors 
trained exactly to Timken stand- 
ards and methods. 


THE METHOD 
High school graduates are se- 
lected for their ability in mathe 
matics, for their above-average 
grades and for their personality. 
While technical ability is, of course, 
essential, Timken feels that person- 
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Classroom studies continue throughout four-year training of apprentice tool 
inspectors at Timken. Here instructor explains development of gears. 


ality is important too. Tool inspec- 
tors may be forced to reject a part 
that a skilled, experienced machin- 
ist has worked on for hours. A tact- 
ful explanation in such circum- 
stances can prevent conflicts. An- 
other reason why Timken stresses 
personality: a good percentage of 
the inspectors is expected to ad- 
vance to important supervisory and 
engineering positions. 

Four years—a total of 8,000 hours 
—are required to complete the 
training program or apprentice- 
ship. 

The trainee is first taught basic 
measurement as used in the gauge 
laboratory. During this initial six- 
week training period he receives a 
thorough indoctrination in the 
functions and responsibilities of the 
department. In addition to provid- 
ing the groundwork for the more 
detailed studies to come, this pe- 
riod helps him to understand just 
why it takes four years (and not 
four months) of intensive training 
to become a tool inspector. 

From the gauge laboratory he 
goes, in turn, to each of Timken’s 
eight tool cribs, for a total of 32 
weeks. Tools, gauges or machine 
parts are issued by the tool cribs as 
needed by the production depart- 
ments. The experience of handling 


MARCH 1958 


all these items enables the appren- 
tice to become familiar with the 
various items and to see how they 
are used. 

From the tool cribs the appren- 
tice moves into work with the line- 
men and setup men in each of the 
production and inspection depart- 
ments. He spends 11 weeks in this 
training phase. 

Next on the training list is 200 
hours spent on each basic machine 
in the tool room, and the same 
amount of time on bench assem- 
blies. Here he learns the problems 
of toolmakers and just what they 
are capable of doing. As an inspec- 
tor he will be expected to help 
toolmakers solve difficult problems 
when making a master gauge or 
some other exacting part. 

The next step in the apprentice’s 
training involves 1,500 hours of en- 
gineering instruction. Basically, he 
learns how dimensions are deter- 
mined for various tools, gauges and 
machine parts and how they are 
designed. 

In addition to the learn-by-do- 
ing experience the apprentice re- 
ceives, he gets regular classroom 
work for three hours each week 
during the entire four-year appren- 
ticeship. Studies include arithme- 
tic, trigonometry, physics and lu- 



















In AUTOMATIC DATA PROCESSING 
the PRE-INPUT STAGE 
is as important as your 


Approach Shot 
is to Par! 





. .. and we are proud to be 
putting automatic data-proc- 
essing systems “‘on the green” 
with electronic pre-input 
equipment. 
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consulting services in... 
organization development 
organization planning 
manager development 
labor relations 


Leslie M. Slote 


Reply to: 
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FOR THE EXECUTIVE CONCERNED WITH | 
THE REDUCTION OF OPERATING COSTS | 


Again this year you can share with this select group of methods | 
and administrative engineers their annual review and analysis of the i 











most significant cost-cutting methods developed in the last 12 months. i 


NCE A YEAR the Systems and Pro- 

cedures Association of America holds 

a 3-day inter-nation meeting at which 
they review their most recent efforts in the 
control of administrative overhead. Each 
talk, each seminar, is carefully recorded, 
transcribed and edited for the benefit of 
members who are unable to attend. The final 
product is a 512-page hardbound and in- 
dexed volume of practical solutions to ad- 
ministrative problems. 


Again this year SPA has over-printed a very 
limited number of copies for non-member 
executives. We have obtained exactly 500 
copies for distribution and sale to the read- 
ers of MANAGEMENT METHODS. Be- 
cause we are so confident that this book can 
help you slash overhead and streamline the 
efficiency of your operations, we are able to 
make this unusual offer: 


SEND NO MONEY. TAKE 10 DAYS 
TO EXAMINE IDEAS FOR MANAGE- 
MENT AT YOUR LEISURE. UNLESS 
YOU OBTAIN AT LEAST ONE COST- 
CUTTING IDEA IN THAT PERIOD, 
RETURN THE BOOK WITHOUT 
OBLIGATION. 


HOW THIS BOOK CAN HELP YOU 


Unlike most books on administrative and 
management subjects, IDEAS FOR MAN- 
AGEMENT is not a text. It deals almost 
exclusively in terms of end results —the 
practical, down-to-earth experience of the 
men who are pioneering cost-reduction 
techniques for America’s largest firms. 


Here, for example, is a partial list of the 
subject areas covered: 


p> Design for Controlled Professional 
Development 


> Management's Use of the Systems 
Function 


p> Forms — Design & Control 


> Measuring Clerical Performance 


p Correspondence Management 


p» An EDP Application at General Petro- 
leum Data Processing Center 


>» Bank of America’s Data Processing 
Progress 


p» Report on General Electric’s Data 
Processing Installation 


p> Developing an Electronic Approach to 
Cost Accounting 


>» EDP — Production Control Application 
p> A Survey of Electronic Computers 


p> Operations Research Technique Applied 
to Systems Work 


> The New Technique of Organization 
Engineering 


p> Work Measurement & Standards 

p> Cost Reduction and Cost Control 

IN ADDITION, at this year’s annual meet- 
ing two new ideas-sessions were presented 
and transcribed for inclusion in the book: 
1) The Systems Panorama — a management- 


eye view of new systems developments, 
designed for the top executive or for the 


systems man whose responsibilities in- | 


clude general administrative control. 
2) The Systems Managers Seminar—a tre- 
appraisal of the day-to-day problems 
facing Managers of Systems Departments 
— “How do I train a systems analyst?” — 
“How to Plan, schedule, and justify 
systems work?” — “How to maintain an 


effective staff organization.” 


| 
Bill 
an! Bitme [_] 


HOW TO ORDER— Write on your letter- 
head or use the coupon below. Orders will | 
be filled on a first-come first-served basis. i 
After you have examined IDEAS FOR I 
MANAGEMENT and feel fully satisfied ||| 
that it will immediately help you reduce i 





overhead costs, send us your check for 

$16.00. If in your judgment it does not | 
meet our promise, merely return it. No il 
obligation. 








| Room 3—22 West Putnam Avenue 
| Greenwich, Connecticut 

Please send me a copy of “Ideas for Man- 
| agement” for a FREE 10-day examination. 
Within 10 days | will either send payment for 
$16, or return the book without obligation. 


| ss 

| Firm — 

| Address ’ = 
. 

| Chy 

DM 


Zone 


Bill my company [] 


MANAGEMENT METHODS 














brication. Examples used in the 
classroom are based on practical 
shop problems. 

To measure the progress of the 
apprentices, each is evaluated by 
every man he has worked for dur- 
ing a 1,000 hour period, or, roughly, 
once every six months. 

The results: Thus far 14 ap- 
prentices have graduated to tool 
and gauge inspectors. Of _ this 
group, six have already been pro- 
moted to more important positions 
and seven have remained in the 
tool inspection department. Only 
one man has left the company. 

Timken feels the program has 
more than paid its way, both in 
terms of what it does, and what 
it doesn’t do. It does produce high- 
ly competent men to fill positions 
requiring specific and _ exacting 
skills. It does not interfere in any 
way with production schedules nor 
does it skim the best men from the 
top of any department. 


Firms competing for skilled 
operators now cooperate 
to train more skilled men 


THE NEED 


Since 1950 the screw machine 
products industry on the West 
Coast has grown at double the na- 
tional rate. In the Los Angeles area 
particularly there was a_ severe 
shortage of automatic screw ma- 
chine operators. Companies found 
themselves bidding against each 
other for the few available men. 
Wages were skyrocketing. Men 
would leave one company to go to 
another, only to come back to the 
first company when offered a few 
cents more. Production schedules 
were chaotic, officials of all firms 
were worried. If orders were to be 
met, not only would the present 
work force have to be stabilized, 
but steps had to be taken to create 
a supply of additional workmen. 


THE SOLUTION 


An industry committee com- 
prised of executives of six major 
Los Angeles area companies was 
organized to examine the problem. 
The committee recognized that the 
only practical solution was a train- 
ing program to, in effect, manu- 
facture the skilled workers needed. 
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Further, the committee voted to 
establish just one training program, 
rather than have each company 
run its own. For all practical pur- 
poses, the committee decided to 
establish a school. 


THE METHOD 

First and most serious problem 
was where to find the right teach- 
ers. Screw machine operators might 
know their trade but could they 
teach? On the other side of the 
fence, could a_ teacher learn 
enough about operating a screw 


machine to really get it across to 
green trainees? The answer to both 
questions was “no.” But the com- 
mittee decided it would be easier 
to teach the operators to teach than 
to teach a teacher all that had to be 
known about operating a screw 
machine. 

Accordingly, volunteers were re- 
cruited from among experienced 
operators and foremen in _ local 
plants. Successful applicants were 
given a three-hour per week, 20- 
week course of instruction in the 
latest teaching methods. Classes 








over the week-end... 
a complete new layout 


SPACE CONTROL— provided by Mills Movable Walls — enables you 
to change interior layouts at % the cost and in Yao the time required 
by space-freezing, immovable walls. Mills Walls can be completely 
rearranged in a matter of hours, overnight or during a week-end, 
without dust, debris, commotion or interruption of normal routine. 


EARLIER OCCUPANCY of new or remodeled space—saving weeks and 
months of space costs—is also assured, because Mills Walls are factory- 
fabricated while other work is in progress. They are permanently 
economical, too, because they require no maintenance except ordinary 
washing now and then to keep them looking always fresh and new. 


THE MILLS COMPANY, 947 WAYSIDE RD., CLEVELAND 10, OHIO 


Write today 








MILLS MOVABLE WALLS 


for the 1958 Mills Catalog 


Now you can get Mills 
Movable Walls in 3 to 6 
weeks time, completely 
fabricated and installed. 


(For more information, see last page) 





were held at the division of voca- 
tional education at the University 
of California at Los Angeles 
(UCLA). At the completion of the 
course the men were given voca 
tional credentials from the bureau 
of industrial education. 

With the problem of teachers 
solved, the actual training school 
was launched. Courses are held at 
the Trade Technical Junior College 
in Los Angeles. Necessary machines 
and equipment are donated or 


Training program launched in ‘30's gives 
Robertshaw perpetual supply of skills 


THE NEED 

The Robertshaw Fulton Controls 
Co. manufactures temperature and 
pressure control devices for indus- 
trial equipment and home appli- 
ances. Because highly skilled labor 
is an essential ingredient in the 
fabrication of such precision prod- 


steady, reliable supply of skilled 
workers was essential to the con- 
tinued success of the firm. 


THE SOLUTION 
This progressive thinking _ re- 
sulted in the establishment of the 
Robertshaw apprentice training 
system ‘way back in the early 
1930's, a time when some other 











ucts, company officials felt that a 
loaned by local screw machine 
products firms or industry sup- 
pliers. 

The four-semester course is given 
in three-hour sessions, two nights 
each week. So far, approximately 
100 trainees are on their way to 
learning a vitally needed indus- 
trial skill. The school is not, of 
course, the complete answer to the 
tight labor situation in Los An- 
geles, but it is another example of 
how the problem can be met—this 
time by cooperative action among 
companies formerly fighting each 
other tooth and nail for the same 
limited supply of skilled workers. 








Robertshaw’s apprenticeship committee: (I to r) S. G. Rummel, safety and training 
director; A. E. Arnold, industrial relations director; Ralph Orbin, president of 
Local 1163, United Steel Workers; and Harry Morris, union committeeman. 


ATLANTA 
BIRMINGHAM 
CHARLOTTE 
CHICAGO 
CINCINNATI 
DALLAS 
JACKSONVILLE 
MEMPHIS 
MIAMI 
NEW ORLEANS 
NEW YORK 
NEWARK 
PHILADELPHIA 
ST. LOUIS 


Delta Air Lines 


ALL-CARGO 
FLEET serves 


these cities 





Costs less than you think. Saves 
time and money. Carries most 
anything that can be shipped! 


Air Freight often costs less than rail express— 
yet gives next day delivery. It has no hidden 
costs—cuts out the costly stop-and-go delays of 
slow-poke surface transportation. Every Delta 
flight carries AIR FREIGHT, with over 500 de- 
partures daily in the U.S. A. 






Typical 100 LB. RATE between 


NEW YORK—ATLANTA ............00ccc05. $ 9.70 oe. * ae © 
a a aanene $14.20 
PHILADELPHIA—DALLAS................... $17.30 AIR. FREIGHT ; 


Lower Rates Available on Volume Shipments 
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Swap 60 seconds for an idea 





that may save your company thousands of dollars? 








We'd like to show you how a great many 
leading companies have improved their 
communications and pocketed sizable savings 
with P-A-X—the “‘inside’’ business 
telephone system. 


P-A-X keeps your present switchboard and 
phones free for outside calls. Lets you make 
inside calls in a flash—OVER YOUR OWN 
PRIVATE TELEPHONE SYSTEM. Sharply 
cuts telephone operating costs. 


Top firms in all industries save time 

and money with P-A-X—in fact, they tell us 
they’d be in a jam without it. See for yourself. Let 
us send you an interesting Case History File 

that gives facts and figures. Write: Automatic 
Electric Sales Corporation, Northlake, Illinois. 

In Canada: Automatic Electric Sales 

(Canada) Ltd., 185 Bartley Drive, Toronto. 

Offices in principal cities. 


P-AX business telephone systems 


NT ve) -Vale ELECTRIC 










A member of the General Telephone System 
One of America’s great communications systems 


For more information, see last page) 
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56 heavy hammer blows only 
slightly indented the Surco plaster 
wall above. 


SURCO Latex Binder gives 
plaster an entirely new range 
of strength and resiliency. 


In plaster with Surco cracking is 
sharply reduced. Watertightness and 
tolerance to wide temperature 
changes are greatly increased. In 
terms of service SURCO means plas- 
ter with long life and few if any 
repairs. 


Surco cuts plastering costs up to 
60% in original construction or 
remodeling. One thin coat with less 
labor, materials and preparation 
does the job. Surco Feathercoat is 
a complete plaster uniquely suited 
and specially designed for applica- 
tion to a wide variety of light weight 
insulation materials. 


In service and savings, it will pay 
you to investigate the broad benefits 
of Surco plaster today—Send this 




















Firm 

Address. City. 

Architect. 

Address City. 

Contractor. City 

Send to— 

® SURCO 

International 
Corporation 





Atlanta 9, Georgia 








1330 W. Peachtree Street, N.W. 





A battery of mechanical, mental, scientific and aptitude tests screen applicants 
for Robertshaw apprentice training before employee committee approves selection. 


companies were dropping such pro- 
grams. Robertshaw felt that the 
“lean years” were bound to end 
and looked upon the training pro- 
gram as an investment. That the 
company’s confidence was justified 
was proven during World War II 
when its roster of skilled men— 
men who had been with the com- 
pany for years—enabled it to ful- 
fill many important government 
war contracts. 


THE METHOD 

The company’s entire program is 
carried on in its Robertshaw Ther- 
mostat Division in Youngwood, 
Pa., where about 2,500 of the firm’s 
6,000 employees work. Basically 
the company employs the age-old 
apprentice system: trainees work- 
ing side by side with, and under 
the supervision of, skilled jour- 


ic. 


neymen in their own company. 

Young men between the ages of 
18 and 25 are eligible to apply for 
apprentice training. Careful inter- 
viewing and a battery of mechan- 
ical, mental, scientific and aptitude 
tests screen all applicants. Those 
who pass these first hurdles then 
submit to psychological tests. Fi- 
nally a committee of employees 
approves the selection of each in- 
dividual applicant. 

The training period lasts for four 
years—a total of 8,000 hours. Dur- 
ing this time the apprentice is re- 
quired to accumulate 575 hours of 
study in subjects related to his 
work, such as mathematics, blue- 
print reading, and drafting. These 
three-hour courses are given two 
nights each week at a local high 
school. If attendance at school is 
impossible for the apprentice, the 





Apprentice explains solution of a trigonometry problem to his fellow trainees. 
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Under close supervision, apprentice in- 
strument maker works on Robertshaw 
thermostat. 


company permits him to study the 
material through an approved cor- 
respondence school. 

After receiving 8,000 hours of 
supervised training in the shop, plus 
the 575 hours of related theory 
training, the apprentice is grad- 
uated to journeyman in his par- 
ticular trade. 


Robertshaw trains instrument 
makers, tool and die makers, pat- 
tern makers and _ other skilled 


workmen. The company has had 
an opportunity to evaluate the pro- 
gram over a 25 year period. Says 
one executive: “We can't overesti- 
mate its value. We know we have 
good men coming along all the 
time. We don't panic every time 
the labor market gets a little tight.” 


These are some of the methods 
currently employed by manufac- 
turers to guarantee—as nearly as is 
possible—a steady supply of skilled 
workmen. The material presented 
in training programs varies, of 
course, from company to company. 
Some courses are long; some are 
short. All have the same goal: to 
produce skilled workers. Today 
more and more executives are com- 
ing to realize that it’s just as im- 
portant to insure a labor supply 
as it is to insure a supply of raw 
materials. Training programs are 
“how-to-do-it—yourself.” m/m 
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light as a feather 


NEW 


WASTEBASKET 
by GLOBE-WERNICKE 


ready to help you maintain 


Available in 
sea green, copper tan, seal gray, black 


GLOBE-WERNICKE 


The Globe-Wernicke Co. * Cincinnati 12, O. 


(For more information, see last page) 


wears forever | 


Coffee break over and Fiberlite’s 


neater, cleaner office! The hand- 
some, textured surface is imper- 
vious to liquids or rust, and is 
leak-proof. Easy to clean... spa- 
cious capacity. Rugged strength 
of fiber glass makes it virtually 
damage-free. Call your Globe- 
Wernicke dealer today or 
write direct Dept. F-3. 
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Zz or perhaps 
\ a we should say 
= “ ” 
=z file-keeper”... 


For good business housekeeping is largely 
a matter of good File-keeping. 

Scatteration filing has no place here. The 
best practice is to use Accopress Binders 
and Accobind Folders to keep all your 
papers in order—safely filed, neatly filed, 
ready to find. Acco filed papers are bound 
papers—the only system that insures safety, 
saves time, space, and money. 

Ask your stationer to show you the ad- 
vantages of Acco-Binding—the easier, sure 
way to good business housekeeping. 


ACCO PRODUCTS 


| A Division of NATSER Corporation 
Ogdensburg, New York 
In Canada: Acco Canadian Co., Ltd., Toronto 


(For more information, see last page) 











more 

FILING CAPACITY— 
Visi-Shelf units are 
available with from 
7 to 10 Openings 
High (or up to the 
ceiling if desired !) 


more 

RECORD PROTEC- 
TION — Patented, 
light weight Doors 
available on all 
Visi-Shelf units! 


OVER 4,000 VISI-SHELF 
INSTALLATIONS IN ALL 
PHASES OF AMERICAN 
| BUSINESS SINCE ITS 
INTRODUCTION A 

| FEW YEARS AGO! 





Write tod 





catalog and name of 
nearest dealer. 





can increase 
your present filing 
capacity by almost 


2007! 


America’s First and Foremost Shelf Filing System with — 


more 

FILING PRODUC- 
TION — Visi-Shelf’s 
exclusive ‘‘Facile 
Guide Pull” pro- 
vides more accur- 
ate filing; quicker 
reference! 


ay for free 





| VISI-SHELF FILE, INC. 225 Broadway, Dept. G-3 New York 7, N. Y. 


(For more 


information, see last page) 
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SALES EXECS’ OTHER ARM 


\ 7] —9 Bio kj eo} 
MINIATURE TAPE RECORDER 


weighs only 7'/2 ths. 


th you wherever you go! For your 
me, in your car, or in your travels 
o! Hi-tone tape recorder 

and plays back music ¢ 


lit 


y 


SMALLEST (51/2 x 5% x 9%), LIGHTEST (7% 
lbs.) and has everything. Excellent for meet- 
ngs, conferences, dictation, training, etc 
with ultra-sensitive microphone, 

-up reel, and cordovan finish carry- 


{or 
AU} 


American Geloso Electronics, Inc. 
312 Seventh Ave., New York 1, N. Y. 
LAckawanna 4-9936 








STATEMENT 
ENVELOPE 


“ELECTRONIC 
REMITTER”’ 





BIG SAVINGS in time and work — 
when your return envelope rides 
“"Piggy-Back" on your statement or 
invoice! 


“Piggy Back’ return envelopes tie into 
your tabulating accounting system. Auto- 
matically coded, both numerically and 
alphabetically, while the form is typed 
- » » saves look-ups. Carbon spot does 
this 1.D.P. coding trick. 


FOR DETAILS and wide range of adapta- 
tions to match your needs, WRITE TODAY! 


ae 
=i 


00 BITTNER ST ST. LOUIS 15, MO 





(For more information, see last page) 
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Communications 


Intercom at Ford 


A built-in communications system has turned a poten- 


tial Tower of Babel into a quiet and efficient workplace. 





me Put 3,000 execu- 
tives and other personnel in 950,000 
square feet of office space and you 
have potential communications 
chaos. Ford Motor Co. faced this 
problem in planning its new 12- 
story Central Office Building out- 
side Detroit. 

To solve it, the company liter- 
ally wired the new building for 
sound much as it is wired for elec- 
tricity. The system, devised by 
William Shuart of Ford and Ken- 
neth P. Jensen of Webster Electric 
Co., is called Teletalk. Basically an 
intercom system, the Ford installa- 
tion can handle more than 1,000 
calls at a time. Individual units can 
be added or subtracted from the 
network at will. Ducts have been 


Executives and 
workers at Ford 
Central office 
building can talk to 
each other merely 
by flicking a switch. 
Valuable time is 
saved, data quickly 
obtained. 


built into all floors so that intercom 
wiring can be tapped in every 18 
inches. 

There is no paging system, no 
bell signals, no manually operated 
switchboard. Those in the set-up 
simply flick a switch and start talk- 
ing. Here’s an example of how it 
works: 


Throws a switch 

At the reception desk, above, a 
visitor gives name, company’s name 
and the name of the man _ he 
wants to see. She throws a switch 
carrying the man’s name and an- 
nounces the visitor. If he can see 
him right away he says so. If he’s 
busy on an outside call or other- 
wise occupied, he tells the recep- 





MANAGEMENT METHODS 
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Need for noisy loudspeaker paging 
system is eliminated. Light over ex- 
ecutive’s office door flashes if he is out. 


tionist who, in turn, asks the visitor 
to wait. When the man is ready for 
his caller he pushes a button in his 
own office, and flags the reception- 
ist. 

A major advantage of the sys- 
tem is “executive override.” If a 
sales manager needs information 
from one of his men immediately— 
to give to an outside long distance 
caller, for example—and his source 
is busy on the intercom, he can 
flick a toggle switch, break in on 
the conversation. This way he gets 
his information and passes it on to 
his own caller with no wasted time, 
effort or footsteps. 


Light signal 

A tiny light bulb above the door 
of every office in the network goes 
on when the man in that office has 
been called and has not answered. 
Thus if he is out of the office he 
can see his light whenever he is in, 
or passes by, his corridor, and can 
call the receptionists to get his mes- 
sages. This does away with periodic 
trips to his desk to see if he has 
been called, and also eliminates a 
vocal paging system. 

The system is hooked into the 
building’s garage, cafeteria and 
other service departments as well. 
Men in the photo department, for 
example, can speak to the darkroom 
personnel without leaving their 
desks. 

Ford feels that the Teletalk sys- 
tem saves valuable time, unwar- 
ranted noise and thousands of foot- 
steps throughout its 12-story build- 


/ 


ing. m/m 
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@ When the incoming morning 
mail is opened by a Pitney-Bowes 
MailOpener, many precious minutes 
are saved — everyone gets a jump 
on the day’s work. 

© Get rid of the old finger-tearing 
or stiletto-slashing system. Your 
mail desk deserves a MailOpener 
that safely, easily trims a hairline 
edge off every envelope—of any size. 
thickness or stock—zip! Like that! 
e There are three models, hand or 
electric, all neat, quiet, efficient. 
Why not try one? 





Free trial: The nearest PB office 
will deliver a MailOpener to your 
office for a free trial. Phone now. 
Or write for free illustrated booklet. 


PITNEY-BOWES 


MAILOPENER 
PITNEY- BOWES, INC. 
4569 Walnut Street, Stamford, Conn. 


... originator of the postage meter... 
offices in 107 cities in U.S. and Canada 


(For more information, see last page) 


SEMBLY of 
MPONENTS 


FREE: Send for handy desk or wall chart 
of latest Postal Rates, with parcel 
post map and zone finder. 





STORAGE and AS 





{IMPORTANT nt 






A 
JOB 
FOR 


MailMaster 


with the flexible 
wire fastener. 





The extra strength 
and light weight of 
Mason’s famous 
shipping box makes 
it the ideal package 
for in-plant storage 
and assembly. 






THE 


aon 


BOX COMPANY 


ATTLEBORO FALLS, MASSACHUSETTS 
NEW YORK—175 FIFTH AVENUE 


AO he, oy by A, pvi~b-~4A_¢y 
XK oy YT 7 Be ee Oe, VF ZF 
Write Today for Colorful Catalog: Dept. ©! 


(For more information, see last page) 
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’ SMITH LUMBER CO. 
BARNESVILLE, ONO 
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BUSINESS FORMS 
WITHOUT CARBONS 


NCR PAPER DOES IT!...produces cleaner, clearer copies 





Business forms users everywhere are dis- 
covering that NCR Paper speeds up 
their work. Without using carbon paper 
or even any carbonization, this amazing 
paper makes perfect copies of invoices, 
premium notices, stock requisitions— 
any one of hundreds of applications 
where clean, clear copies are needed. 
Non-smearing NCR Paper, perfected 
by the research laboratories of The Na- 
tional Cash Register Company, elimi- 
nates smudging of copies or fingers and 


ANOTHER PRODUCT OF 


is easy to handle because it requires no 
carbon inserts. Up to five legible copies 
can be made with a standard typewriter, 
ballpoint pen or pencil and eight or more 
with a business machine or electric 
typewriter. 

NCR Paper is simple to use. Just put 
together several forms and insert them 
in a business machine or typewriter. 
Finished copies are always neat and 
clean, easy to read. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


(For more information, see last page) 





Have your forms printed on NCR Paper 
by your present forms supplier. You'll be 
amazed how easily it solves the problem 
of producing multiple copies. You'll get 
better, cleaner copies in less time! 


* TRADE MARK REG. U.S. PAT. OFF. 





NCR PAPER AND SUPPLIES 
ACCOUNTING MACHINES 
ADDING. VES * CASH REGISTERS 
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AN 

EXCITING NEW 

CONCEPT 

IN GRACIOUS OFFICE LIVING 


Watch for It! 
Wait for It! 





At your local Cramer dealer’s April 1! 
Dealer Exhibit—N.O.F.A. Convention, Philadelphia, March 28-31 





AIRFLOW 








STANDARD OF THE 
OFFICE SET 





| 
! CRAMER POSTURE CHAIR CoO., INC. 
625 Adams Street ° Kansas City, Kansas 


(For more information, see preceding page) 
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For more information on any advertisement or keyed edi- 
torial item, simply fill out the card below, circle the appro- 
priate key numbers, detach, and mail. We pay the postage. 
Please use card number | first. Advertisers’ key numbers 
ure listed in Reader Service Section. Key numbers fot 
editorial items may be found accompanying those items. 
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O Send Management Methods for one year at $5.00 


O Bill me O Bill company 
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disgusted 
with your face” 





+» » a two-way sentiment smouldering 
ever since the old double desk was 
acquired. Once intended to save space, 
now an antique pillory, chaining 
together two potentially valuable girls — 
pitted face-to-face, with privacy for 
neither work nor productive thought. 
At any moment now —an explosion! 


“K 


Then along came the Invincible man 


with the office plan % 


... just in time! With an astonishing “cus- amazing new beauty and convenience. Offer- 
tomized” modular layout of Invincible Mod- ing a choice from the complete Invincible 
ernettes to turn the space once occupied by line of finest steel desks, accessory units, 
that two-faced monster into a center of happy chairs and files. 

efficiency. To each her own desk. work area, « Not really wearing shining armor, the In- 
and a feeling of individuality. Two produc- vincible Man is nevertheless a doer of great 


deeds. And whether or not you think 


. ° you have an office problem, call 
For any space, personnel or work require- ’ , erg 2 
on him for periodic check-ups. 


ment — in general, executive or professional Keeps an office healthy, and 
office — the Invincible Man can quickly plan there’s no obligation. 


tive friends now. 





/ INVINCIBLE 


se i wi 
Send coupon today for colorful Invincible brochure, / METAL FURNITURE COMPANY, 
and Planning Survey Form for noodling out your own - ‘ Dept. C-3, MANITOWOC, WIS. 

office ideas before the Invincible Man arrives. 


Business 
engineered 
for better 
business 
living 


INVINCIBLE METAL FURNITURE COMPANY * MANITOWOC, WISCONSIN 


In Canada: A. R. Davey Company, Ltd., Factory Representative 
1162 Caledonia Road, Toronto 10, Canada 


the Invincible Planning Kit. 
Name 
Fico — .iviatevighieeiaabentaeds A cbc asied P 


AdGrO6B . debi Doapticcceied 


(For more information, see page 97) 
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Without cost or obligation please send 
Invincible brochure and a survey form from 
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| 





BUILT FOR 
BUSINESS 
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sit down and relax! 


(/N THE MOST COMFORTABLE CHAIR YOU'VE SEEN) 


While seated comfortably, cast an eye on the distinctive 
ASE desk in Ebony, with Beige Formica Top. 

Note the handsome credenza units against the walls. 
Here’s modern efficiency at its very best. 

Everything out of sight but within easy reach. 

Feel relaxed now? You will in this chair... . provides 
perfect support, yet lets you work entirely at ease. 


See your ASE dealer for office planning service. ER OR Go 
' No. 435 





J DESKs e CHAIRS ¢e L-UNITS ¢ CREDENZAS ¢ TABLES 


VE x) THERE’S AN ASE DEALER NEAR YOU ) BOOKCASES e FILING CABINETS * STORAGE CABINETS 







ALL-STEEL EQUIPMENT INC. avurRorRa, Iittinois 


For more information, see page 97) 


